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Rough Proofs 


“Chiropractors Initiate Joint Drive 
in Michigan,” ADVERTISING AGE re- 
ports, and R. H. Harrington suggests 
there’s nobody better qualified for 
that particular job. 
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Walter Winchell says Singer Sew- 
ing Machine” will announce its en- 
trance into the surgical field.” 
Somebody ought to see that Walter 
gets an occasional look at ADVERTIS- 
inc AGE. 


- 


Maybe the fact that Singer Sew- 
ing Machine started selling surgical 
instruments months ago, as reported 
by the business press, still doesn’t 
keep this from being inside stuff. 
Get it, Walter? 
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Kissing goes by favor, according 
to the oldest proverbs on the subject 
included in your anthology, but the 
Interstate Commerce Commission 
still thinks railroad bonds should be 
sold to the highest bidder. 
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In suing OPA for an injunction, a 
Los Angeles scrap metal company 
says the Washington regulations 
have left it “utterly bewildered.” 
And maybe the Washington boys 
are in the same boat. 
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American Brewing Company is 
solving its stenographer shortage by 
seeing that its favorite product is 
available to workers at all times. 
They must have looked in on the of- 
fices of the California Fruit Grow- 
ers’ Exchange. 


. v 


Now that ration points have been 
added to the cost of canned goods, 
processors will have a chance to find 
out the exact degree of indispensa- 
bility of their products. 
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Morton advertising is convincing 
at least a part of the public that 
grapefruit and salt are just like ham 
and eggs, but let’s hope nobody tries 
to make us put sugar on canteloupes 
and watermelons. 
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“Many prominent artists object to 
the studio audience,” writes an Ap- 
VERTISING AGE correspondent. And 
then there are those who appreciate 
the morale - building qualities of 
‘aughter and applause carefully in- 
serted according to script. 
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ird is planning to return to 
ile production as soon as 
war is over, and no doubt its 
ne logan will be. “Ask the man 


uy 


ho flew one.” 


the 
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nelius Warmerdam has been 
ng the lads something inter-| 
in 15-foot leaps, and the 
ine and farm paper publishers | 
been picking up a few new! 
too. 


.  ¥ 


dorants and cosmetics, once | 
irget of muckrakers, are now | 
ved officially as morale build- | 
ays the Diary of an Ad Man. 
he can probably remember 
n only dudes smoked cigarets. | 
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Stews take little meat,” 
gests helpfully. 


‘hat’s Tight, a hangover never| 
ms to improve the appetite. 


Copy Cus. 


DISTRIBUTION SERIES 

On Page 30 of this issue 
ADVERTISING AGE presents the 
second of a series of 15 articles 
on distribution, with particu- 
lar reference to the effects of 
the war on retailing and whole- 
saling. Initial articles will 
study the problem as a whole, 
after which individual indus- 
tries will be treated. The 
first article discussed popula- 
tion changes as they affect 
marketing. The article on 
Page 30 of this issue discusses 
wholesaling. 


Time, Inc. Jumps 
Into the Lead in 
Magazine Field 


Ad Revenue in '42 
Near $40,000,000; 
‘Life’ Heads List 


New York, March 24.—Time, Inc., 
which this month observes its 20th 
anniversary, has moved into the top 
spot among the nation’s magazine 
publishing houses with the Time- 
Life-Fortune triumvirate amassing 
a 1942 advertising revenue total of 
almost $40,000,000 and swinging 


into 1943 with healthy plus signs on | 


the revenue ledger. 

The publishing house founded in 
1923 by co-editors Henry R. Luce 
and the late Bri- 
ton Hadden ran 
as the runner-up 
to Curtis Pub- 
lishing Company 
two years ago, 
but forged ahead 


maintained its 
lead at the close 


of the year. The 
advertising rec- 
ords show that 
Life, now the 
country’s No. 1 
revenue Maga- 
zine, jumped al- 
most $4,000,000 ahead of The Satur- 
day Evening Post last year. 

The Post, relinquishing a lead it 
had held for years, finished 1942 in 
second place, with Collier’s third, 
Time fourth, and Ladies’ Home 
Journal fifth. Time claims the added 
distinction of carrying more adver- 
tising pages than any other general 
magazine during the year. 


‘Life’ Gains 11% 
Advertising dollars 


Henry R. Luce 


invested in 


during 1942 and} 


ON THE HEAD 


£16 RED RATION POINTS 
INTO 21 HEARTY MEALS! 


corr sar ow vars: | 


IT'S EASY! Clip this full week's menu for » family eh che 
of four. Follow these 4 point-saving hints! Po 


——= ~ > onus 


Rationing information approved by Ofice of Proce Sdmomnt raion 
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With only a few minor corrections neces- 
sary after point values were disclosed last 
week, this rush copy was run in dailies by 
Procter & Gamble Co. Compton Advertis- 
ing is the agency. (Story on Page 2) 


Declining Travel 
Helps to Create 
Book Bonanza 


OWI Chief Answers 
Jibes of Congress; 
Defends Position 


Will Continue on 
Course, Davis Asserts; 
Praises Advertising 
Washington, D. C., March 24.— 


|The director of the Office of War In- 
formation, Elmer Davis, 


i 
| 


‘lashed back at the critics of OWI— | 


inotably Rep. J. William Ditter of 
Pennsylvania—who have been snip- 
ing at the agency’s relationship with 
the organizations of the fields in 
which OWI operates. 

Flatly and distinctly, the white- 
thatched OWI boss denied that OWI 
had failed to seek the cooperation 
of existing media and associations. 
He reported that the agency had 
only $9,000,000 to spend on the do- 
mestic budget, and that the media 
and advertisers of America have 
gladly spent many “hundreds of 


to the people. 
OWI will continue to try to reach 
(Continued on Page 38) 


today) 


millions” to carry war information | 


‘| All Types of Titles 


Share in Booming 
Publishers’ Budgets 


By STEVE BOOKE 


, New York, March 25.—Not con- 
| tent with setting circulation peaks 
‘and listening records, America’s 
|wartime “stay at homes” have 
turned the book publishing busi- 
| ness upside down with their un- 
precedented thirst for entertainment 
and information. 
Riding the crest of the wave are: 
War books—such best sellers 
| as Richard Tregaskis’ ““Guadal- 
canal Diary,’ Cecil Brown’s 
“Suez to Singapore,” and W. L. 
White’s “They Were Expend- 
able.” 
| Religious and _ philosophical 
titles — including Lloyd C. 
Douglas’ novel, “The Robe,” 
Harry Emerson Fosdick’s “On 
Being a Real Person,” and 
Henry C. Link’s “Return to Re- 


ligion.” 
Escape — Marion Hargrove’s 
hilarious “See Here, Private 


Hargrove,” H. A. Smith’s “Life 
| in a Putty-Knife Factory,” and 
| Cornelia Otis Skinner’s “Our 
| Hearts Were Young and Gay.” 
Technical — Innumerable 
| “how to do it” books and popu- 
lar educational “courses,” re- 
| ported in ADVERTISING AGE Nov. 

23. 
| 


Publishers’ Linage Soars 


Indicative of the advertising boom 
that has accompanied the rising 
book demand is the publishers’ lin- 
age in two New York newspapers 
which have featured book sections 
prominently both in daily and Sun- 
day editions for years. 

The New York Herald Tribune 
|carried 135,292 lines of book adver- 


tising during the two months ending | 


| (Continued on Page 35) 


Last Minute News Flashes 


FTC Issues Complaint Against Celanese Copy 
Washington, D. C., March 26.—The Federal Trade Commission has is- 


Life last year totaled $27,369,394, a | Sued a complaint against the Celanese Corporation of America, New 
gain of 11% over the 1941 total, | York, charging that the company failed to disclose adequately that its 
$24,533,730. Time moved up a notch | products sold under the name “Celanese” are acetate rayon and not com- 


to fourth place among all magazines 


posed of silk or wool. 


FTC also objects to statements in magazine and 


with a total advertising investment | radio copy that “under a current ruling of the Federal Trade Commis- 
sion, Celanese yarns and fabrics are classified as rayon,” and insists that 
the public is led to believe that the products are not rayon and would not 
be so designated except for the FTC ruling. 


Harned, McNulty Elected Directors of BBDO 


New York, March 26.—Vice-Presidents Samuel A. Harned and Harold 
C. McNulty have been elected to the board of directors of Batten, Barton, 
|Durstine & Osborn, taking over memberships left vacant by Maj. Leslie 
| Pearl, now with the special service division of the Army, and Lt. Col. 
| Egbert White, serving in North Africa as editor of the Stars and Stripes 


of $9,718,180, a 12% gain over its 
1941 revenue, $8,648,519. Both Life 
and Time boosted advertising rates 
during the year. Fortune, which 
made no rate change, showed the 
largest gain of the three in percent- 
ages, with total 1942 revenue of 


| $2,537,353, compared with $2,053,200 


during the previous 
increase. 
The Post, which increased its rate, 


(Continued on Page 37) 


year, a 23% 
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Mills Named Kenyon & Eckhardt Radio Head 


New York, March 26.—Dwight 


‘Kenyon & Eckhardt, has been appointed radio director of the agency, 
replacing J. R. Stauffer, who is on leave of absence serving as a major 


Mills, executive vice-president of 


at the United States Military Academy. 


the full CBS network for its “Vox 


Bromo-Seltzer to Take Full CBS Network 


New York, March 26.—Emerson Drug Company, Baltimore, will take 


Pop” program, in behalf of Bromo- 


Seltzer, beginning in July. The show, which will continue over 75 sta- 


tions until the date for expansion, will move from Houston, Tex., to New 


York on April 12. 


Grade Labeling to Halt, 
OPA Spokesman Discloses 


Brown Believed Ready 
to Hand Problem 
Over to Congress 


By JOHN CRICHTON 


Washington, D. C., March 25.— 
Mandatory, standardized grade la- 
beling, a point of vigorous conten- 
tion since the Office of Price Ad- 
ministration applied it in January, 
is slated for discard. 

An authoritative source in OPA 
told ADVERTISING AGE that grade 
labeling, called by many food proc- 
essors a threat to brands and trade- 
marks, would be thrown out in the 
near future. 

This spokesman, who asked 
anonymity, said that the opposition 
of business generally, plus the 
desire of the new chiefs in the OPA 
to get along with business, would 
see the abandonment of the experi- 
ment. 


Met Widespread Opposition 

The grade labeling formula, first 
put into practice with canned-grape- 
fruit juice, has been the target for 
vigorous attacks by newspapers, 
trade associations and Congressmen 
since its inception. 

The investigation of Rep. Charles 
Halleck, of Indiana, is aimed at 
determining the extent of manda- 
tory grade labeling and Rep. Hal- 
leck has charged that the result of 
the grading-labeling formula would 
be devaluation of advertised brands. 

Typical of the protest which 
labeling aroused is the following 
comment from the Chicago Herald- 
American: 

“The purpose is to ‘standardize 
all manufactured products’ by elim- 
inating established ranges of price 
and quality and by rendering 
ineffective and meaningless the 
familiar brand names by which the 
products are identified to the con- 
sumer. 

“The Office of Price Administra- 
tion says this is necessary in order 
to make the point rationing system 
work. 

“The truth of the matter is that 
it will make it impossible for the 
traditional and beneficial American 
competitive system of production to 
exist. 

“It will destroy many of the great 
producing industries. 

“It will obliterate the small mer- 
chandising establishments. Aboli- 


| tion of the ‘brand name’ in Ameri- 


can production and merchandising 


\is a senseless and frightening pros- 
pect, so utterly injurious and ruin- 
‘ous to the American way of life 


as to be almost 


incomprehensible 
and unbelievable.” 


Congress May Act 
Informed observers anticipate 
that OPA Administrator Prentiss 
Brown, canny in the ways of Wash- 


|ington because of his experience on 


| by 


Capitol Hill, will solve his problem 
turning it over to Congress. 

Heavy consumer pressure has 
been brought to bear upon OPA, 
with organized group and profes- 
sional blocs engaged in vociferous 
support of grade labeling. On the 
other hand, a truculent Congress 
and an injured group of business- 
men have clamored for the cessa- 
tion of the noxious labeling require- 
ments. 

Mr. Brown and his right hand 
man, Lou Maxon, agency chief, 
have shown every inclination to try 
to work in harmony with Congress 
and with business while holding the 
fort against inflation. 

Letting Congress settle the issue 
would be the best way, Wash- 
ington observers say, to extricate 
OPA from a sticky situation. Mr. 
Brown probably will announce that 
grade labeling has brought so much 
argument that it should be a Con- 
gressional question, not one for OPA. 

Meantime, though, grade labeling 
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a M {R f g Single-column copy will follow 
aa SPOTLIGHTING THE RICH INDIANAPOLIS RADIUS ae Cd dq lonin ‘the initial Armour advertisement 
. each week for as long a period as 
DOMINATED BY THE GREAT HOOSIER DAILY with New Copy ‘deemed necessary. Recipes and 


2 


ADVERTISING AGE March 29. 1943 
camer - ne oe - ee me 7a SL — ———— LT ~ 
—with dollars-and-cents prices at- products, as well as OPA advance 
tached—goes merrily on its way. C stal Ball Fast statements. The copy was approved —— __NEW TIPS TO MEAT BUYERS 
This week the OPA set maximum if by both OPA and Procter & Gamble 
prices for established grades of the with the tentative values, and only WusOWs weir: 
1943 pack of peas. Action Give p & G a few minor corrections had to be army g 
—E wired to the papers carrying the i, 
Small Publishers’ of, Armour shows how to buy your =~“ ! 
mda upisners The initial page blast will be fol- as: 


Paper Consumption 
Fixed at ‘42 Peak 


Washington, D. C., March 26.— 
Magazines and business papers us- | 
ing less than 25 tons of paper per | 
quarter will be limited to their 1942 | 
paper consumption, but not cut be- | 
low it, under an amendment to WPB 
limitation order L244 for magazines, | 
announced today, to take effect) 
April 1. 

The original order, dated Jan. 1, 
placed responsibility on the smaller 
publications to take voluntary con- 
servation measures, but did not pre- 
vent publications using less than 25 
tons per quarter from increasing 
consumption to the 25-ton limit. | 

The amended order permits the | 
smaller publishers to use in any 
calendar quarter after March 31, the 
larger of the following amounts: 
(1) the amount he used in the cor- 
responding calendar quarter of 1942; 
or (2) 25% of the amount he used 
during the year 1942, but in neither 
case more than 25 tons per quarter. 

The amended order also allows 
any publisher to use in any calendar 
quarter such additional tonnage of 
paper as he saved in the preceding 
quarter, within the limitation of 25 
tons for any calendar quarter. No 
parallel amendment to L240, the 
conservation order for newspapers, 
is contemplated immediately, ac- 
cording to WPB. 


Jump on Rationing 


Crisco Copy Carries 
Point Values Day 
After OPA Release 


(Picture on Page 1) 


New York, March 25.—Procter & 
Gamble jumped to an early lead in 
the free-for-all battle to hold and 
gain consumer use under the meat, 
cheese and fats point rationing 
program today. 

Full pages for Crisco in news- 
papers in all cities of more than 
50,000 population offered a factual 
table on “How to Turn:16 Red 
Ration Points Into 21 Hearty Meals” 
the morning after the Office of Price 
Administration announced its sched- 
ule of point values. 

A seven-day chart outlined meals 
for seven days of rationing, while 
an inset box listed a suggested 64 
points budget of meats, butter, 
cheese, and Crisco for a family of 
four. 


Guessed Right! 


Advertisements 


lowed by frequent small insertions 
emphasizing the need for fats as 
energy food, and the suggestions 
that housewives use only “point- 
thrifty” Crisco for cooking, and but- 
ter for the table. Sustained adver- 
tising will be needed by all mar- 
keters of cooking fats to encourage 
their continued use under rationing, 
most marketers believe. 

Impact of point rationing on food 
sales was dramatized today by re- 
lease of a New York State Food 
Merchants Association survey of 
independent grocers between the 
inauguration of point rationing of 
processed foods on March 1 and 
March 15. 


Food Sales Drop 


Replies from 130 of a sample of 
150 representative operators selected 
from the association’s 5,000 mem- 
bership indicated that total food 
sales dropped 14.6% and the sale 
of rationed foods dropped 73% 
during the two-week period. Gro- 
cers suggested an average reduction 
of. 35% in point values to keep 
available supplies moving off the 
shelves into consumer hands. 

The independents held that toma- 
toes, tomato juice, fruits, and fruit 


were originally | juices were most out of line in eval- 


prepared by Compton Advertising | uation, and that point values should 


on the basis of predictions on point | be cut. 


They also favored increas- 


values by the agency’s staff home| ing the point values on butter and 


economist, who had evaluated sup- 


shortening, and bringing eggs under 


ply and demand for the various | rationing. 


. 
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2 At wp te pee on ye 


meat under Point Rationing 


Seve thes Armour and Company page and use it as your shoppug guide It gives you complete 
values) needed for a family of 4. 


menus for the week . Shows exact amounts of meat (wth their porns 


Do these things BEFORE you go to your market 


FOLLOW MARIE GIFFORD'S SAMPLE MENU DO La 


wteee ees tweerner ewer 
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government's meat 


Packers Support 


Chicago, March 25.— Whatever 


Here are two advertisements scheduled by meat packers tying in with the 


rationing program. 


meals a week at a time; add up the 
|points on the menu; and take the 
\list and ration book to the dealer. 


Follow-Up Planned 


|practical suggestions for the con- 
|sumer will be featured. Armour 
jalso plans to continue its national 


may be their personal feelings about! magazine campaign on “Food for 
meat rationing, shortages and dis-|Freedom” and a series of service 
tribution troubles, major meat pack- | messages featuring wartime recipes. 
|/ers rushed preparation this week of | Foote, Cone & Belding is the 
newspaper copy, radio scripts and| Armour agency. 
other promotional material designed; Although Swift & Co. plans no 
to give full support to the govern-/| special newspaper copy dealing with 
ment’s red stamp rationing cam-| meat rationing, problems confront- 
paign. ing the consumer will be brought 
Speed was vital because of the|into its radio show, the “Don Mc- 
brief interval between the official | Neill Breakfast Club,” over the Blue 
1938. This Indianapolis News Radius offers those in- announcement of rationing and the | Network weekday mornings at 8:30 
: ae effective date, March 29. Govern-|a. m., CWT. OPA regional admin- 
terested in selling goods or selling ideas a perfectly bal- ment plans for publicity and sug- | istrator Raymond S. McKeough was 
gestions for paid advertising were | offered time on the March 26 pro- 


in the United States in family income increases since 


anced market to achieve results at exceptionally low 


a : 
—— a 


costs. 


revealed to advertisers and agency 
men only last week in Chicago (AA, 
March 22). Agency men swung 


first paid copy explaining red stamp 


into action, with the result that the | 


gram to answer questions about 
rationing. The company has been 
devoting Friday shows to questions 
and answers about practical meat 
extenders. Special magazine copy 


l4 Billion Dollars. 


of effective buying income are in this market of more 


point rationing of meat, cheese, but-| will augment the company’s pro- 
ter and edible fats started appearing | gram within a few weeks. 
this week. J. Walter Thompson Company 's 
Wilson & Co. advised all its dis-| the agency. 
trict, plant, branch house and car Cudahy Packing Company, which 
: a - , ' , route managers last Thursday that|has been using little advertising of 
bcc tua market holds 60% of Indiana's entire buying it was rearranging and rewriting |late, does not plan to use any spe- 
: lv of no- its “Weekly Bulletin” by George |cial copy tying in with the program. 
power-—a market comprised almost completely of no Rector, which has been running in John Morrell & Co., Ottumwa, [@., 
newspapers for the past four years.| whose current advertising is limited 
Usually employing a single column|to three plant towns, Ottumwa, 
or double half-column, the company | Sioux Falls, S. D., and Topeka, 
\ ye gg two full columns in 154} Kan., will work rationing tips rim 
a a , ailies in the eastern half of the|its local news programs over radio 
Every indice in this ideally balanced market of in- country for the Rector bulletin ap- | stations in those cities. Newspapers 
pearing today. The extra space|in the plant cities also may be used 
probably will be used for the April|later. Henri, Hurst & McDonald, 


Employment is UR. Pay rollsare UP. Spendable income 1 column. Chicago, handles the account. 
| _ 


is UP. Retails sales are UP. Reprints Also Made 


\ Working night and day, ype ws 
The News, Indiana’s leading newspaper, first in set, plates made and mats mailed | i 
out in time to catch this week’s WHEN 9 BOOKLETS MUST DO 


\ , 
than 134 million people—52% urban, and 48% rural. 


| FACTS.... 


@ Population 406,515, in 
May, 1942 (Chamber 
of Commerce). 


\ 
tive-born Americans, eager, responsive, with plenty of 


\ 
the wherewithal to buy. 


@ Industrial payrolls up 
52% (January, 1943, 


\ 
dustry and agriculture is an “UP.” Population is UP. 
over January, 1942). 


@ Employment up 23% 
(Jonuary, 1943, over 
January, 1942). 


Indi i | in- ' ; \ wa 
© ladionapelis ennest ie daily circulation, first in advertising linage, first in the 
\ 


dustrial payroll over \ editions. Reprints also were rushed, THE WORK OF 10, SPECIF) 
50,000,000. with an extra large order printed | 
$2 hearts of Hoosierdom—does the job alone. lto assure the widest distribution | 
@ 105,000 workers in In- | possible to plants, retailers and cus- | 
dianapolis industrial New York Office Chicago Office “i 2 ou | 
ate on Smith, advertising manager 
rs DAN A. CARROLL J. E. LUTZ of Wilson & Co., told the company’s 
@ Retail sales up more 110 €. 42nd Se. Tribune Tower selling organization that every effort 
then 5% (1942 over will be made to keep the bulletins 
1941). 


up to date with rapidly changing 
conditions in the industry. | 

United States Advertising Cor- 
| poration handles the Wilson account. 

“Armour shows how to buy your 
'meats under point rationing” is the 
headline of the copy which Armour 
& Co. has scheduled for 149 news- 
papers, with full pages in all major 
markets of the country. A few 


@ Spendable income 


$466,394,000. 


@ Per family income, 
$4,156. 


COATED 
PAPERS 


@ Farm incomes in the 
Indianapolis Market 


up 51% |dailies will break the advertisement 
wd | tomorrow, with the majority sched- " 
og poyrolls up uled for next Monday. LEADING PAPER MERCHANTS’ 
0. ‘ 


Use of the page as a shopping 
guide is recommended. It shows 
the exact amounts of meat recom- 
mended for a family of four, with 
point values indicated, and includes 
complete sample menus for a week. 
Housewives are advised to plan) 


SAUGERTIES, N.Y. 


@ The News Alone Does 
the Job. 
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ADVERTISING AGE 


...ina few agate lines 


\ ANTED: To find a lost puppy, or lose a 
white elephant . . . workers, welders, window 


ANY 
we 
\\\_ 


ACT OF FAITH 


sm fF washers, high school girl to mind a baby . . . to 


r with 

ront- 

Dught found a home or fill a hallroom, sell a farm or a 
Mc- 


8:30 fan belt, solve a problem or place ona payroll . . . 


lmin- 
1 was 


pro- 
ibout 
been 
stions 


meat 


opportunity with a capital O, and obituary notices 


. . . Dow-Jones of the secure and the shoestring. 
PX of a whole city, Americana articulate, 
advertising in action . .. And every little ad is 
an act of faith in a few agate lines... ina 


newspaper's power to work small miracles. 


Noruine better demonstrates the influence 
of a newspaper than its classified columns. The 
casual classified advertiser has no theory, no 
long term view ... depends on a newspaper to 
get results, at once... or does not come back 
again. The competition is constant, and tough. 

If you knew nothing else about The Inquirer, 
its classified columns could stand as the best 
evidence of its ability as a medium. 

Last year The Inquirer carried 824,027 
individual want-ads. Blind box numbers drew 


535,937 replies! The Inquirer’s classified total 


for 1942 was 4,627,763 lines... 2,282,032 
more than the second newspaper. 
The faith of the Philadelphia public in 


The Inquirer as a medium is matched by the 


Philadelphia retailer... whose space expendi- 
tures put The Inquirer third in retail linage 
among all morning newspapers in 1942. And 
national advertisers add confirmation to give 
The Inquirer second place in total linage among 
all morning newspapers in 1942. 

When the people and the merchants pick 
The Inquirer as Philadelphia’s first medium . . . 
how can the national advertiser sensibly do 


anything but follow suit? 


Che Philadelphia Anguirer 


National Advertising Representatives: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisco 


eee 0 Se ee I ne a es oe Sg ee i a ae 
= pct 20 é 
: eT | || G2 
: 4 \ omit Al 
WL LZ j / er \ . 
V4 Yf ~S 4 se z \ ay LM | . 
= l, \ / | y, A & 
| 
ee ~ 1 / : 
= at ‘VW AY lv § 
7 oes Cl I CUNY OG 
es ‘s \ a L ke | 
(oe 
ee at “4 \ \— 
if ——— ‘ (7 
- ——— ‘gia ie 
ig of | 
pe ee 
a. 
¥ . 
‘ = 
: 
ee " 


4 


iat le 


ADVERTISING AGE 


March 29, _ 1943 


Chester Davis 
Appointed Chief 
of New Food Unit 


Washington, D. C., March 25.— 
The appointment of Chester C. 
Davis, former head of the St. Louis 
Federal Reserve Bank, to head a 
new food administration and pro- 
duction unit ended a week when 
Washington seethed with rumors 
that a new food administrator, and 
possibly a new Secretary of Agri- 
culture, would shortly be appointed. 

Mr. Davis’ appointment—the most 
spectacular event of the week on the 


civilian economy front—came as 
Clarence J. Francis, of General 
Foods, was telling a Senate commit- 
tee hearing on the Maloney bill 
(AA, March 22) that a new food ad- 
ministrator was urgently needed. 
He insisted that it was not Secretary 
Wickard’s fault that food production 
and distribution had reached their 
present low ebb, since, although Mr. 
Wickard is in nominal charge of the 
program, he doesn’t have control of 
manpower and other factors enter- 
ing into the food picture. 


Testimony Supports Need 


Hearings progressed on the bill 
during the week, with figures from 
industry and government testifying 
as to its need. Joseph L. Weiner, di- 
rector of WPB’s Office of Civilian 
Supply, appeared before the com- 
mittee and reinforced previous testi- 


mony as to the thin margin left on 
some civilian items. 

As matters stand, sentiment is ris- 
ing for a new civilian economy ad- 
ministration. The Maloney bill vests 
the civilian supply administrator 
with sweeping powers, putting the 
civilian economy administration on 
a par with production for war. 

The speed with which the Ma- 
loney bill was introduced and found 
its way into committee hearings 
would indicate that rapid action 
may soon be expected. No date has 
been set for its appearance on the 
floor of the Senate. 

The best indicator of how the 
question stood was Donald M. Nel- 
son’s frank declaration last week 
that civilian economy needed a 
“strong claimant agency,” one which 
is able and willing to take its place 
in the scramble along with the 


armed services and other essential 
war production. 


Nichols Advanced 

Fred A. Nichols Jr., a member of 
the eastern advertising staff of the 
Chicago Tribune, and connected 
with the business staff of the news- 
paper since 1928, has been appointed 
assistant manager of the news- 
paper’s classified advertising depart- 
ment. 


Expands Schedule 
Becker-Bischoff Chemical Com- 
pany, St. Louis, is releasing an ex- 
panded campaign for Jitter Bug, 
insect repellent. The American 
Weekly, mewspapers in_ selected 
cities, radio and counter displays 
are scheduled. Kelly, Zahrndt & 
Kelly, St. Louis, is the agency. 


advertising: 


AMERICA’S GREATEST RURAL INFLUENCE 


And One of America’s Five Largest 


General Magazines 


The leading general all-family magazines, in size of 
circulation, are: LIFE, SATURDAY EVENING POST, 
COLLIERS, AMERICAN and FARM JOURNAL 


Here is the simple logic which has filled 
FARM JOURNAL chockablock with national 


1. FARM JOURNAL is not only one of the 
top five all-family magazines in size of audi- 
ence, but it is the only one of those five which 


is specifically written for the rural 44% of 
America’s population. 


2. News-interpreting magazines now lead all 
other publications in interest to the reader. 


GRAHAM PATTERSON, Publisher 


FARM JOURNAL’S speed 


the interpretation of world events into rural 
terms on a 4-day-editor-to-reader schedule. 
This unique timeliness assures intense reader 


interest. 


3. Advertisers who check their media by ac- 
tual keyed returns find FARM JOURNAL 


consistently at or near the top of their list in 


lowest-cost-per-inquiry. 


2, 650 060 -+-Seetwholtiinsl? America’ s Largest Rural Magazine 


WASHINGTON SQUARE, PHILADELPHIA 


This responsiveness 
is final proof of the nationwide effectiveness 


of FARM JOURNAL as a mass medium. 


FARM JOURNAL 


printing permits 


Local Ad Drives 
fo Enlist Workers 
for ‘Crop Corps’ 


(Picture on Page 39) 


New York, March 24.—Pjan. 
using industry-sponsored adver _ 
ing as a cornerstone for recry; 
3% million men, women, boys. and 
girls for part-time work on farms 
and in food-processing plants have 
been developed jointly by the 
United States Department of Agrj- 
culture, the War Manpower Com. 
mission, the Office of War Informa. 
tion, and the Advertising Counc’. 

The problem to be tackleq 
through the “U. S. Crop Corps Ip. 
formation Plan” is to provide added, 
on-the-spot manpower to harvest 
and process vital crops, rep); acing 
the labor lost through emigration of 
1,600,000 workers from the farms 
during the last year, and the reduc. 
tion in migrant labor due to trave| 
restrictions, war jobs and military 
service. The best possible solution, 
according to a joint USDA-wmc 
study, is utilization of available 
labor reserves. 


Will Urge Crop Corps Enlistments 


Advertising will dramatize the 
need and urge enlistment in the 
corps through the United States Em- 
ployment Service and the Office of 
Civilian Defense. 

The Advertising Council program, 
developed by Young & Rubicam as 
volunteer agency under the direc- 
tion of Harry Houghton of the 
Brown Company, divides advertis- 
ing support into two types: 

1. Institutional advertising—the 
sponsorship of complete advertise- 
ments prepared by the council with 
a credit, “Contributed by” the ad- 
vertiser. 

2. Product advertising — inclu- 
sion in consumer advertising of one 
of several forms of slogan boxes 
carrying the message, “If You're 
Needed and Can Qualify, Serve 
Your Country in the U. S. Crop 
Corps.” 

Emphasis will be placed on local 
media and local organization in 
critical areas as harvest times ap- 
proach. Institutional copy will be 
cleared through the OWI Office of 
Program Coordination. 


Tips for Copy Emphasis 


Copywriters have been urged to 
emphasize: 

1. Importance of farm products 
in winning the war. 

2. Importance of food processing 
in addition to farming. 

3. U.S. Crop Corps recruits will 
be paid at prevailing rates. 

Don’ts include: 

1. Volunteer workers cannot lick 
the whole farm labor program. They 
are important for seasonal jobs. 

2.. Don’t say enlist now. Time of 
need varies with crop and area. 

3. Don’t appeal to people every- 
where. Labor demand varies by 
area and crop. 

4. Avoid undue emphasis on food 
shortage, which might stimulate 
hoarding. 

5. It’s not “picnic” work. ; 

6. Don’t make the “crop corps” 
the sole savior of the nation’s crops. 
Farmers might get annoyed. 

Advertisers, local organizations 
and local media may secure work:ng 
manuals for the Crop Corps Infor- 
mation Plan from the Advertising 
Council, 60 E. 42nd Street, New 
York. 
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lirec- Solidly and squarely 
Bn the old Water Tower stands 

on Michigan Avenue—a link 
oo between Chicago's “frontier” 
with days and its present position 
e ad- as a great world market. 
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The Sun—short of a year and a half—is 
solid in Chicago. So/id but not sto/td. 
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It has no crusty customs—no hidebound 
policy. It’s an open-minded paper. 
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Its readers have swung over to The Sun 
ot their own free will. 
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' 
~ f diay. 


That shows they’re progressive! They’re 
wide awake! They’re independent thinkers 
—not victims ot inertia! They’ré a market 
for progressive, wide-awake advertisers. 
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S ap- 
ill be 


ice of In one year they made The Sun the elev- 


enth largest morning newspaper in the 
ed to country. 


It means that the new newspaper situation 
in Chicago is: 


ducts 


>ssing 

—The Sun puts new efficiency and economy into 
newspaper combinations which give complete 
coverage. 

—With The Sun alone you can buy a tremendous 

impact against America’s No. 2 market with a 

relatively small expenditure. 
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(HE BRANHAM COMPANY, National Representatives: 
\tlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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GM Divisions to 
Carry New Series 


in Extensive List 


Detroit, March 25.—General Mo- 
tors Corporation next month will 


launch an ambitious institutional 
campaign in behalf of its Diesel 
engine and locomotive divisions. 


The campaign, which opens nation- 
ally in the April 3 issue of the 
United States News, is slated to con- 
tinue throughout the year. 

Full pages in four colors are to 


be used in ten leading national 
magazines, six weeklies and four 
monthlies. In addition, full pages 


in black and white are scheduled 
for three business publications, four 
national farm papers, four farm 
trade papers and 17 other business 
papers in the general construction, 
industrial, railroad, road building 
and commercial fisheries classifica- 
tions. 

Headed “Another Great Chapter 
in Railroad History,” the first ad- 
vertisement in the series is devoted 
to General Motors freight locomo- 
tives. Copy is unusually brief for 
an institutional-type advertisement. 
The illustration features a modern 
freight train with its streamlined 
locomotive, contrasted with a Cur- 
rier and Ives print depicting a train 
of the 70’s, hauled by the old wood- 
burning engine of the time, with its 


the tremendous strides already 

taken in meeting the challenges of 

war today.” 
An _ unique 


| LOCOMOTIVE PROGRESS 


logotype has been 
worked out which lists in separate 


ANOTHER , panels each of the sponsoring divi- 

ie. sions opposite its product, the three 
GREAT os rm panels being tied together by the 
CHAPTER IN er ns GM block insignia with the added 
RAILROAD edie tit words, “Diesel Power.” 


While the advertisements will be 
signed by the Electro-Motive Divi- 
sion, LaGrange, Ill., the Cleveland 
Diesel Engine Division and the De- 
troit Diesel Engine Division, the 
advertising is handled by the public 
relations office of the general engine 
group of General Motors Corpora- 
o sisal ts tion, Detroit, with Arthur Kudner, 
ee eee Inc., as the agency. 


Alfred Fischer Appointed 

Alfred Fischer Advertising, New 
York, has been appointed to handle 
advertising of the Michigan Clamp 
Company, Jackson, Mich., manufac- 
turer of special holding tools, and 
of Lucius Pitkin, Inc., New York, 
metallurgical and chemical labora- 
tory. 


Loudon Packing Sold 


Loudon Packing Company, Terre 
Haute, has been sold to Standard 
Brands, Inc., subject to ratification 
by the stockholders. Employes of 
London will continue in the man- 


HISTORY 


General Motors effectively uses a Currier 

and Ives print to contrast with its Diesel- 

engine locomotive. Copy will break 
April 3 in the United States News. 


funnel-shaped smoke stack. 

“The history of America is a his- 
tory of progress in transportation,” 
the copy points out. “This history 
is not completed. General Motors 
locomotives have turned a new page 
in this record of progress. The 


flowering of this new era when 


agement of the business for Stan- 
peace again returns is foretold in 


dard Brands. 
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..- AS CONSTANT 
AS THE TIDES... 


With point rationing in effect, 
established brand names acquire new 
value. Housewives hesitate to use up 


precious ration points for goods of 


WF, 


unknown quality. 


! 
4 
‘" 


Vehe 


: 


The familiar brands which they 
prefer cost them no more — in ration 
points—than brands without prestige. 


Today as never before people look 
to newspapers — war news, 
news, 


world 
government news — changes 
in living conditions, taxes, price ceil- 


ings, rationing. 


This influence — as constant as the 
tides — is at your service now to help 
you take full advantage of the :narket 
situation that exists today. 


. TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


| 


Army Advertises 
for Air Cadets; 
WMC Ban Relaxed 


New York, March 25.—Approxi- 
mately 600 daily and weekly news- 
papers throughout the nation this 
week carried the first Army recruit- 
ing advertising to appear since 
President Roosevelt ended all Army 
and Navy enlistments by an execu- 
tive order on Dec. 5. 

Full page and 90-inch insertions 


ov ea ay itn Cade TODA 
‘eA 


An of Vitel 


, Every Young American Whe Wants te My 


\ 5 ARMY ste seeereeeeeeeeeeeeees . 
will appear once a week in this area 
until the end of the month, at which 
time extension will be decided. 

Copy appeals for aviation cadets 
in “an announcement of vital im- 
portance to every young American 
who wants to fly for his country.” 

Enlistment procedure is outlined 
for men 18 to 26 years old, who 
have not yet been called for induc- 
tion under Selective Service. Those 
who are 17 but not yet 18 years 
old are advised to apply to their 
Aviation Cadet Examining Board. 
If they pass physical and mental 
examinations they will be called for 
preparatory training when they be- 
come 18. 


ing agency. 


Magazine Service 
Is Transferred 


to PPA Office 


New York, March 24.—Magazine 
| publishers this week moved to con- 
| solidate their group service contacts 
| with advertisers and agencies at one 
|focal point by transferring the ac- 
'tivities of the three-year-old Maga- 
'zine Marketing Service from the 
|National Publishers Association to 
| the Periodical Publishers Associa- 
tion. 

The consolidated office will be 
|}under the general direction of PPA 
|president Frank Braucher, onetime 
advertising director of Crowell-Col- 
lier Publishing Company and vice- 
president of WOR. 

Norwood Weaver will continue as 
|director of MMS, which will be 
|guided by a board of governors in- 
|cluding members of both PPA and 
|NPA. The market information 
|service, which was organized to 
‘conduct market research and pro- 
motion for the entire magazine pub- 
lishing industry, will continue to be 
|independently financed. Its services 
will be expanded considerably as 
the result of the consolidation. 

As the result of the shift PPA 
will continue to broaden its func- 
tions from its original activities as a 
credit and agency rating office, 
while NPA will concentrate more 
|directly on the broad industry sup- 


plies and labor problems of the 
publishers. 
PPA was started as the Quoin 


Club in 1901, became the Periodical 
Club in 1902, and took its present 
name in 1903. Over nearly two 
score years it has gradually become 
a clearing house for establishment 
,of policies governing agency-pub- 
| lisher relations. 


'Names Korbel, Colwell 


The newly-organized National 


Victory Garden Institute, New York, 
has appointed Edward F. Korbel 
and Worth Colwell, New York pub- 
lic relations counsel to handle its 
publicity. 


Move Headquarters 


The Meehanite Metal Corporation 
and Meehanite Research Institute of 
America, In¢., have moved their of- 
fices from Pittsburgh to the Persh- 
ing building, New Rochelle, N. Y. 


a 


Cowan Sees Sharp 
Cut in Newsprin} 
Quota by July | 


Philadelphia, Pa., March 93 __ 


| publishers by July 1, it will be 
|sweet honey,” Ralph Cowan, 
|lation director of the Toronto Sta, 
| predicted here yesterday at t}, an. 
/nual 


When a cut in newsprint finally j;. 


“one 
Circu- 


meeting of the Interstate 
Circulation Managers Association. 

Mr. Cowan said publishers are 
not facing the facts and alluded to 
the March 8 issue of their bulletin 
which “simply passes over the rea) 
and existing shortages of woodcyt- 
ters, wood and power in Canada by 
denying that they exist and stating 
that there is plenty of wood pulp jn 
Canada.” 


Power, Labor Shortages 


Even though there is a sufficient 
amount of oil in the United States. 
the factors of transportation, power 
and labor shortage change the com- 
plexion of things, Mr. Cowan added. 
To bear out his point Mr. Cowan 
mentioned one Quebec paper mil] 
which last week announced it would 
make no more newsprint for the 
duration. 

Discussing the power shortage, he 
pointed out that street lights have 
been cut down to 50% and residents 
are using only one bulb in three 
bracket lamps in their homes. 

To ease heavily burdened trans- 
portation, the Canadian government 
is considering setting up zones to 
restrict the movement of products, 
| Mr. Cowan declared. 


NBC Promotes Weddell 
as McCluer’s Assistant 


N. W. Ayer & Son is the advertis- 


William Weddell, NBC salesman, 
has been promoted to assistant sales 
manager of the NBC central divi- 
sion, where he will assist Paul Mc- 
Cluer, central division sales man- 
ager, and act as sales manager in 
Mr. McCluer’s absence. 

Mr. Weddell joined NBC in 1929, 
\later becoming radio director of 
|'Erwin, Wasey & Co., and returning 
'to NBC in 1936. 


remium 
penal 


True 
Story 


(the wage earners’ 
favorite magazine) 


gives you these 
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“ x ieee 
eee BEST READ ISSUE _ HOOVER - GENERAL HENRY H. ARNOLD ADMIRAL ERNEST J. KING- PAUL = 


iv EVER CHECKED | V. McNUTT - GENERAL LEWIS B. HERSHEY - CLAUDE R. aan and others | | 

— @ JANUARY READERSHIP AVERAGES 

Poe ARTICLES total 44% men 50% women 39% 

— 7 FICTION = total 36 = men 23. — women 46 
FEATURES total 44 men40 ~~ women 47 

C CARTOONS total 65 = men63 ~~ women 67 


All items total 46 men 42 women 49 


Tus issue of The American Magazine was the 
best read of any issue checked by Starch to date... 
ran ahead of all previous checks in all classifications, 
for both men and women—even after two years of 
continuous increase in all-over readership. 


“Victory in 1943” by a group of war leaders... 
“The Pope and The War” by Eleanor Packard ... 
“Girl on the Midnight Shift”—an article on women 
war workers ... Senator Harry F. Byrd on waste in 
Washington ... two timely reports on war phases 
... Fiction by Pearl Buck, Corey Ford, Philip Wylie, 
Erie Hatch, Richard Powell, Virginia Faulkner, ete. 

The risen readership—and increased circulation 
—definitely reflects the sustained editorial program 


presenting issues of public interest, authoritatively 


and interestingly “in the service of the nation”. 


eee S r to I J I F I Cc A N Cc K Tue Readership also reflects the magazine’s 


influence with the“ people who give adamn”—a major 
portion of the public responsible for opinion as well 
as sales volume ... and indicates that the attention 
and interest of the editorial content is shared by the 
advertising also ...a plus toa plus medium... Watch 


The American Magazine, every issue! 


THE CROWELL-COLLIER PUBLISHING CO., 250 Park Ave.. New York Cit 
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Record Companies May 
Meet Again with Petrillo 

New York, March 26.—Transcrip- 
tion and recording executives will 
hold a special meeting tomorrow to 
determine the advisability of effect- 
ing a further conference with James 
C. Petrillo, president of the Ameri- 
can Federation of Musicians. 

An attempt to settle the recording 
controversy fell short last Wednes- 
day when Mr. Petrillo declined to 
attend a meeting with transcribers 
and recorders. Instead, the music 
union chief who originally favored a 
conference in Boston, suggested a 
get-together in New York on April 
12. Asked why the delay, Mr. Pe- 
trillo merely said: “You fixed the 
place, so I’ll fix the time.” 


New York State Ends 
Milk Promotion 


Despite protests from New York 
state dairy leaders, the eight-year- 
old milk advertising and publicity 
campaign, on which some $2,500,000 
has been expended in newspapers, 
radio, state-circulated magazines 
and direct mail, apparently reaches 
its end March 31. A bill terminating 
the tax has been passed by the legis- 
lature and sent to Gov. Thomas E. 
Dewey, who has indicated clearly 
his opposition to continuance of the 
milk promotion program. 

For seven of its eight years the 
campaign has been directed by J. M. 
Mathes, Inc., New York. 


Elgin Watch Show 
Captures Peabody 
Radio Citation 


New York, March 23.— The na- 
tional advisory board of the George 
Foster Peabody Awards at a meet- 
ing here yesterday announced its 
annual citations for outstanding re- 
porting, drama and musical enter- 
tainment, educational programs, and 
public service. 

The awards are as follows: 

Outstanding reporting — Charles 
Collingwood, Columbia Broadcast- 
ing System, for conveying “through 
the screen of censorship an under- 
standing of the troublesome situa- 
tion in North Africa.” 

Entertainment in drama—CBS 
program, “The Man Behind the 
Gun,” sponsored by Elgin National 
Watch Company, for depicting real- 
istically what the men in action are 
actually up against. 

Entertainment in mus i'c—“The 
Standard Symphony,” National 
Broadcasting Company Pacific Coast 
network, for supplying “the world’s 
greatest music” to listeners in this 
area and providing interpretative 
programs to 4,700 schools. 

Educational programs — Station 
WHA, Madison, Wis., for its series, 
“Afield with Ranger Mac,” stressing 
natural science and conservation. 

Public service by a local station— 


Station KOAC, Corvallis, Ore., for 
the program “Our Hidden Enemy— 
Venereal Diseases.” 

The public service award for a 
regional station went to Station 
WCHS, Charleston, W. Va., for the 
program “The Home Front,” which 
“maintained morale by providing 
authoritative answers to listener 
questions dealing with the most per- 
plexing of public problems in a 
community at war.” 


Dell Wins Decision 


Justice Carroll G. Walter of the 
supreme court of New York County 
on March 17 ruled that “Real Fun- 
nies” and “Funny Funnies,” pub- 
lications of Neder Publishing Com- 
pany, were so similar in name, size, 
color, content, form and arrange- 
ment to Dell Publishing Company’s 
“New Funnies” as to compete un- 
fairly with the Dell magazine. Dell 
was therefore permitted to enjoin 
Neder from using the word “Fun- 
nies” as a key word in the title of 
“any magazine featuring animated 
animal cartoons, which is of size or 
format or color similar to” the Dell 
magazine. 


Appoints B. D. Iola Co. 


Consolidated Molded Products 
Corporation, Scranton, Pa., manu- 
faeturer of plastic buttons, has 
appointed the B. D. Iola Company, 
New York, to handle its advertis- 
ing. 


“Listen, Margarita—l’ve Invented Speech!”’ 


The first man who ever succeeded in getting an idea over with 
speech was certainly no golden-tongued orator. 


surely a long way ahead of his low-browed friends whose means 


of communication were limited to fists and clubs! 


And so it is with Sonovox. 


work with Sonovox, we know that we've only just begun to 


Still, he was 


SONOVOX PIONEERS 


Allied Mills, Inc. (Wayne Feeds) 
Louis E. Wade, Inc. 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 


American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann Erickson, Inc. 


Bismarck Hotel 
Smith, Benson & McClure, Inc. 


Buick Motors Division, General 
Motors Corp. 
Arthur Kudner, Inc. 


Chicago, Milwaukee, St. Paul & 
Pacific R. R. 
Roche, Williams & Cunnyng- 
ham, Inc. 


Chick Bed Company 
(Chick Bed Litter) 
The W. D. Lyon Co. 


Colgate-Palmolive Peet Company 
(Vel, Palmolive) 
Ward Wheelock Co. 


Delaware, Lackawanna & Western 
Coal Co. 
Ruthrauff & Ryan, Inc. 


Emerson Drug Company 
(Bromo-Seltzer) 
Ruthrauff & Ryan, Inc. 


Christian Vetgenepen Brewing 
Company ( oo and 
Dobler P. O. N. Beers and Ales) 

Feltman-Curme Shoes 


Russell C. Comer Advertising 
Company 


Forum Cafeterias of America 
R. J. Potts-Calkins & Holden, 


After nearly two years of constant ine. 


Griesedieck-Western Brewery Co. 
(Stag Beer) 
Mason, Inc. 


realize its possibilities in conveying thought through Talking and | Grocery Store Products Sales Co., 


Singing Sound. But in the meantime, Sonovox users are still a 
long way ahead of those advertisers whose commercials are lim- 
ited to ordinary dimensions. 
mercials do you remember quite so well as the Lifebuoy foghorn, 


the Woodbury singing violins, and the Bromo-Seltzer talking 


train? 


Sonovox is a new and basic art—a new means of expressing 
thought. Ten years from now you will be using Sonovox, in the 
proper place, as a matter of course. 


pioneers at the right are cashing the extra dividends that always 


accrue to the foresighted. Why don’t you join them? 


CHICAGO: -&) \ Meher 


Frankion 6474 Plaza $-4141 


NEW YORK: 25> Part Ave 


“Talking and Singing Sound” 


NEW YORK 


SAN FRANCISCO: ||: Switer 


Sutter 455% 


.. . For instance, what other com- 


But in the meantime, the 


HOLLYWOOD 


HOLLYWOOD: 56:2 \. Gordon 
Gladstone 4949 


Inc. (Fould’s Macaroni Products) 
Campbell-Ewald Co., Inc. 

Chr. Hansen Laboratory, Inc. 
(Junket Quick Fudge Mix) 
Mitchel Faust Advertising 
Company 


Andrew Jergens Co. 
(Woodbury's Nac iy 
Lennen & Mitchell, Inc 


Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 


Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 


Office of Civilian Defense 
(Region Six) 

Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Pan American Coffee Bureau 
Buchanan & Co., Inc. 


Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 


Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 
(in all broadcasts) 


Shell Oil Company, Inc. 


WRIGHT-SONOVOX, INC. oem: 


y 
CHICAGO . 
» 


FREE & PETERS, INC. Exclusive National Representatives 


Universal Pictures Company, Inc. 
(Cross Your Fingers) 


Warner Brothers Pictures, Inc. 
(Thank Your Lucky Stars) 


Velie-Ryan, Inc. (Nesbitt's 
California Orange Drink) 


ATLANTA: 522 Palmer Bldg 
Main $667 


Servel Goes CBS 
fo Aid Housewife 
in Food Problems 


New York, March 24.—Wartime 
food problems of the American 
housewife form the backbone of the 
institutional “Fashions in Rations” 
program signed by Servel, Inc., for 
68 stations of the Columbia Broad- 
casting System, effective April 3. 
The program will be heard Satur- 
days from 11:30 a. m. to 12, EWT. 

In addition to presenting food 
facts and kitchen hints, the program 
will include food communiques di- 
rect from government agencies in 
Washington. Question and answer 
forums on food will be conducted by 
Alice White, home volunteer ad- 
viser. Humorous sketches featur- 
ing actress Billie Burke, dramatiz- 
ing the plight of Mrs. Housewife in 
1943, will highlight the new show. 
Servel will award a $25 war bond 
each week to the housewife who has 
overcome some food rationing prob- 
lem in a unique way. 

Batten, Barton, Durstine & Osborn 
is the agency. 


Plans Substitute 


A new radio program being 
readied for an April airing under 
the sponsorship of the R. J. Rey- 
nolds Tobacco Company in behalf 
of Camel cigarets, will be used to 
pinch-hit for the regular Abbott & 
Costello show heard over the NBC 
network on Thursdays at 10 p. m., 
EWT. 

Due to illness, Lou Costello was 
compelled to take a rest, and his 
partner received permission from 
the sponsor to withdraw from the 
show until they are ready to team 
up again. The new show fea- 
tures Garry Moore as master of 
ceremonies, in addition to Jimmy 
Durante, Xavier Cugat, Georgia 
Gibbs and announcer Howard 
Petrie. 

The “Camel Comedy Caravan” 
broadcast on the CBS network Fri- 
days at 10 p. m., is moving to Holly- 
wood from New York. Jack Car- 
son, Warner Brothers star, will be 
the new master of ceremonies. The 
program will continue its policy of 
presenting guest stars each week. 


P&G Promotes Duz 


Procter & Gamble Company will 
switch its promotion from Ivory 
soap to Duz on the “Truth or Con- 
sequences” program, effective with 
the March 27 airing over the NBC 
network. 


Blue Offers Dick Tracy 


The Blue Network has made 
available to its affiliate stations, for 
sale to local sponsors, the “Dick 
Tracy” program, now _ sponsored 
three days weekly by the Sweets 
Company of America. The program 
is offered on a cooperative basis on 
alternate days, the Sweets Company 
having contracted for Mondays, 
Wednesdays and Fridays. 

The Fischer Baking Company, 
Newark, through Scheck Advertis- 
ing Agency of that city, will spon- 
sor the show on WJZ for its enriched 
Buttercup bread. “Dick Tracy” is 
the sixth program now being offered 
to affiliates of the Blue on a local 
cooperative basis. 


Anacin Renews Hughes 


Anacin Company has renewed 
commentator John B. Hughes for 52 
weeks, effective March 24, over the 
full Mutual network. Hughes is 
|heard Wednesdays and Saturdays 
| from 10 to 10:15 p. m., EWT. Black- 
| ett-Sample-Hummert is the agency. 


Gracie Fields Renewed 
| 

The American Cigaret & Cigar 
Company has renewed “Gracie 
| Fields’ Victory Show” for an addi- 
|tional 13 weeks on the Blue Net- 
work, effective April 12. The pro- 
gram, in behalf of Pall Mall 
cigarets, is heard Monday through 
Friday from 10:15 to 10:30 p. m., 
EWT. Ruthrauff & Ryan handles 
the account. 


| Renews Good Will Hour 


| Ironized Yeast Company has re-| 


newed the “Good Will Hour” for an 
additional 52 weeks on the Blue 
|Network, effective April 18. The 
|program is heard Sundays at 10 
|p. m., EWT, over 66 stations. Ruth- 


|rauff & Ryan is the agency. 


a tim: 


es 


GOOD TIMING 


ad 


THE GREATEST TESTIMONIAL EVER Giyry To. 


AMERICAN DAIRY ASSOCIATION u 


A few hours before the butter ‘freeze 
was announced March 21, this timely 
1,000 and 640-line copy appeared in 25 
newspapers throughout the country. The 
American Dairy Association, although it 
knew the order was coming, could make 
no mention of the fact on the first pro. 
gram of its new radio series over the 
Blue Network, broadcast Sundays at |2.45 
p.m. CWT. Campbell-Mithun, Chicago, 
is the agency. 


State Stores May 
Display Posters 

The Pennsylvania Liquor Contro| 
Board has been ordered by Gover- 
nor Edward Martin to serve notice 
to the 579 state stores, permitting 
them to display war bond and Red 
Cross posters. A bill and resolution 
providing for such displays is pend- 
ing in the legislature. 


Durante to JWT 

Al Durante of the press depart- 
ment of Station WOR has resigned 
to join the radio publicity depart- 
ment of J. Walter Thompson, New 
York. Mr. Durante will assist Wick 
Crider, head of the department. 
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1 Most Wage Earners at Least Cost 
2 Highest Average Ad Readership 
33 Record Pass-Along 
4 Least Duplicated Audience 

& 41% Higher Editorial Readership } 
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Nor the Power of the Magazine Women believe in! 


Yes, women are still women. In whatever uniforms, industry or service you find 
them now, you'll find them still exerting their perennial power to attract. And still 
being attracted by the magazine that recognizes best this innate feminine attribute. 


LADIES’ HOME 
THE WORLD'S LARGEST AUDITED MAGAZINE CIRCULATION J U N [ 
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The President's letter to T" Saturday Evening Post is proud to have presented The 
Forrest Davis, Associate Editor 


ond Washiusite Ragihieulalies Four Freedoms as interpreted in paintings by Norman 
of the Saturday Evening Post. Rockwell, and in text by Booth Tarkington, Will Durant, 
Carlos Bulosan and Stephen Vincent Benét. 


For the sincere and unselfish efforts of those who have 
collaborated with us in this common cause —the Post ex- 
tends its grateful thanks. 
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Popularizing the Annual Report 


The annual corporation report has; able, although some financial writ- 
gone a long way from the day when/ers have begun to criticize what 
only a financial expert could under- | 


stand it, and when it was regarded 
merely as a record of financial op- 
erations. Greater appreciation of 
the public relations problems of cor- 
porations, more widespread dis- 
tribution of stock ownership, the 
importance of employe understand- 
ing of corporation operations and 
many other factors have resulted in 
both humanizing and popularizing 
the annual report. 

A leading investment house 
now offering to send 


in which they are interested, an ob- 
vious approach to the job of selling 


securities which for some reason|of company policies. 


had never before been used. 


| 


| 


they call the “jitterbug” method of 
handling financial information. One 
big insurance company was recently 
taken for a ride by the financial edi- 
ter of a metropolitan newspaper 
because of what the latter regarded 
as an undignified and unwarranted 
treatment of important financial in- 
formation. He was’ particularly 
critical of failure to include com- 
parative information in the report. 

Even more important than mak- 


is | ing financial records understandable 
inquirers|to stockholders, employes and the 
copies of the reports of companies} general public is the opportunity | 


afforded by wider circulation of the 
annual report for the presentation 
Here is the 


And | logical place to present in clear and 


United States Steel, in publishing | unmistakable style the basic policies 


the highlights of its 1942 report i:| which are guiding the management 
large space in the daily newspapers, | of the corporation, and which have 
has significantly included a coupon) found expression in its operations 


by means of which anyone inter-| during the year under review. 


ested may obtain a copy of the com-| 


plete report. 
haps just as significantly, ordered 
the annual report published on the 


It has also, and per-| 


general news pages of the news-| 


papers, and not on the 
pages, where such annual reports 
as it has been customary to publish 
have appeared, almost without ex- 
ception, through the years. 

In order to make annual reports 


more understandable, as well as 
more interesting, presentation of 
purely financial details has been 


changed so as to adapt the material 
more successfully for popular dis- 
tribution. The changes which have 
been made are generally commend- 


financial | 


The 
company which does not use its an- 
nual report as a means of register- 
ing its program of industry and 
public service is overlooking a 
major opportunity. 

One of the best current reports of 
this character is that of the Co- 
lumbia Broadcasting System, which 


|has just been put into circulation. 


In addition to informing its stock- 
holders and others of its financial 
operations, the company gives a 
heart-warming story of how radio 
broadcasters and advertisers have 
contributed to war service. It is a 
record of which the whole industry, 
as well as the stockholders and em- 
ployes of CBS, may well be proud. 


Optional Insertion Dates 


Although the suggestion has been 
made that advertisers adopt the 
plan of using optional insertion 


dates in publications, so as to per- 
mit some flexibility in make-up, it 
does not appear that many of them 
have as yet seen the advantages 
of this method. Newspapers par- 
ticularly would benefit from having 
a certain amount of leeway regard- 
ing the issues in which advertise- 
ments may be inserted, and it is 
obviously to the advantage of the 
advertiser to insure insertion by 
permitting some degree of flexi- 
bility. 

Ralph Nicholson, publisher of the 
New Orleans Item, recently sug- 
gested to the Bureau of Advertising 
of the ANPA that a special effort 
be made to obtain the cooperation 
of national advertisers and agencies 
in providing optional insertion dates 
for daily issues. 


“Today I examined insertion 
orders for twelve large advertise- 
ments recently received for publi- 


cation in the Item,” he wrote to 
W. A. Thomson, manager of the 
bureau. “They all listed position 
requests. Many of them not only 
specified what page they wanted to 
be on, but expressed their prefer- 
ence as to what kind of news or 
pictures and advertising appeared 
on that page or the facing page. 

“Only four gave us alternate 
insertion dates. Two of these— 
Standard Oil of Louisiana, received 
from McCann-Erickson, and South- 
ern Railway System, from Newell- 
Emmett—gave us a choice of two 
days. National Distillers, received 
from Lawrence Fertig, and Consoli- 
dated Aircraft Corporation, from 
Young & Rubicam, gave us a choice 
of three dates.” 

A much more 
optional insertion 
only help to ease 


general use of 
dates would not 
the paper situa- 


tion, but would also equalize the 
production load and thus assist 
n meeting publishers’ manpower 


problems. 


|French and Egyptian wording. 


A FRIEND IN NEED 


“Haven't 


the 


elaine 


BILL KING 


—This Week Magazine 


you got anything for just good friends?” 


Ad-libbing 


Hunting Labels 


An unusually interesting “token 
piece,” a sheet 24x36 inches, in 
four colors and gold, lacquered, has 
just come in from the Label Manu- 
facturers National Association. An 
American soldier in North Africa, 
evidently not too many steps re- 
moved from the grocery or the label 
business, made the interesting dis- 
covery that local warehouses con- 
tained canned goods from every 
spot in the world, bearing “labels 
with more languages than were 
heard at Babel and more colors 
than Joseph’s coat.” These captured 
and recaptured stores, plus the fresh 
arrivals from the United Nations, 
provided a made-to-order hunting 
ground for an enterprising Yankee 
printer, the association says, add- 
ing: 

“Altogether there are 36 labels in 
the collection and they represent a 
wide diversity of products provided 
for the use and comfort of the ex- 
peditionary forces. Obviously many 
of the labeled stores had been aban- 
doned by the retreating Axis forces. 
Typical of the polyglot character of 
the libelli Africani are: A tomato 
label, printed in Italian and ap- 
parently packed in Italy for the 
Germans, has German wording on 
it; a label for milk packed in Ar- 
gentina for a concern in London has 
Chinese wording. A label for canned 
salmon was apparently packed in 
Siberia for an Australian concern. 
A Norwegian salmon label has Ger- 
man wording. Another label ap- 
parently packed in Egypt, has 
A 


| beer label is from New Zealand. An 


Australian 
| ‘Meat 


ration label entitled, 
and Vegetable Rations,’ is 
nevertheless produced in full colors. 


_Two labels for potatoes from Cali- 
fornia and Maryland are the only 


labels printed in one color. 

“It is a rather striking coincidence 
that all of the labels were produced 
in full colors and came from coun- 
tries which have been at war much 
longer than the United States, ex- 
cept two labels from the U. S. A. 
which were produced in one color!” 


Yalls It “Portioning” 

L. William Fury of Chamberlin 
Metal Weather Strip Company, re- 
acting to a Private Lines item in AA 
a couple of weeks ago, has sent Lou 
Maxon, former adman who is now 
master-minding for OPA, a sug- 


gested replacement for “rationing.” | 


How about “portioning”? he in- 
quires, with the necessary books to 
be called “portion books” instead of 
“ration books.” 

“Apart from the dictionary defi- 
nition,” says Mr. Fury, “I believe 
that ‘portion’ not only has a softer 


sound, but it does not carry .the 
first-hand implication that there is 
a shortage, and ‘if I don’t get there 
first, I won’t get as much as the 
other fellow.’ On the other hand, 
if I promise a ‘portion’ to some one, 
the first impression is that he will 
get a share equal to that of the next 
guy; if I talk about ‘rationing,’ he 
immediately feels like Eddie Rick- 
enbacker’s companions when he 
caught that sea-gull—they’ll get 
their share, but they just aren’t go- 
ing to like it.” 

It’s an interesting idea, and might 
go a long way toward helping OPA- 
head Prentiss Brown achieve his 
avowed purpose of turning OPA 
from the best-hated to the best- 
liked government department, but 
there are a lot of practical diffi- 
culties involved. 


Urges Bond Bank Books 

Another adman who comes for- 
ward with a suggestion for the gov- 
ernment this week is Lou Bonsib 
of Fort Wayne, Ind., who sends us 
a copy of an article he wrote in the 
Fort Wayne Journal-Gazette, sug- 
gesting that the Treasury could save 
a lot of paper if it would use the 
bank book system for bond pur- 
chases, instead of giving every pur- 
chaser a big piece of very good 
paper every time he buys a bond. 
Then the proper entry could be 
made in the book each time a bond 
was purchased, and a single small 
book would take the place of 40 or 
50 individual bonds. 

Mr. Bonsib was acutely conscious 
of the paper shortage when he 
wrote his article, because “Fortune 
magazine was forced to cancel a five 


one-half page contract for one of| 
our clients due to the paper short-| 
age.” | 

| 


Jottings | 

Longines-Wittnauer Watch Com-| 
pany, which claims the distinction | 
of originating the radio time signal, 
has now added a new wrinkle in 
time signals by giving them in both 
civilian and military style. The 
military has adopted the 24-hour 
time designation, so Longines an-| 
nouncements will go like this: “At 
the signal the time will be 11 p. m. 
Eastern War Time, 23 o’clock Army- 
Navy time by Longines”... 


Lang’s, Akron men’s store, ran 
three columns full on Lincoln’s 
birthday to reproduce “Lincoln’s 


Guadalcanal Speech,” a paraphrase 
of the Gettysburg address which 
Lang’s says created more favorable 
comment and more congratulatory 
messages than anything the store 
has ever done. Ed Grossfeld and 
the advertising staff of Hart Schaff- 
ner & Marx turned out the copy. . 


ee, 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or + hrough 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2143. Absenteeism: What to Dy 
About It; and News Reports 
from Latin America. 


Business Week has issued these 
two reprints: the first, one of Busi. 
ness Week’s reports to executives 
and the second, a reprint of recent 
news articles on Latin America 
business conditions and trends as 
reported by the publication’s for. 
eign editor during and after his toy, 
of the Good Neighbor countries, 


No. 2144. Outline for Postwar Plan. 
ning. 

A basic procedure outline giving 
the preliminary details of postwa; 
planning is given in this folder. 
issued by Tracy, Kent & Co. It in- 
cludes some case histories which 
show how a number of companies 
are making adjustment to meet war 
conditions and postwar changes. 


No. 2101. An Investigation. 

In this brochure, issued by The 
United States News, an industria] 
advertiser conducts an investigation 
to find out how many key men 
there are in official Washington and 
how to insure that his advertising 
will be read by them. At the hear- 
ing the four weekly news Magazines 
are called to testify in their own 
behalf. 


No. 2079. American Builder’s 194) 
Program. 


This new brochure, issued by 
American Builder, starts with 4 
study of the shift to wartime build- 
ing and what it means to manufac- 
turers, and shows how this publica- 
tion serves wartime needs and 
planning of the building industry 
It gives an outline of the principal 
editorial theme of each 1943 issue 
and a detailed presentation of edi- 
torial content for the January fore- 
cast and preview issue. 


No. 2046. Weekly Magazine Read- 
ing in the U. S. Armed Forces 

Life has issued this report, which 
is a separate study from its Con- 
tinuing Study of Magazine Audi- 
ences, though directed by the same 
group. Figures on the reading of 
the four national weeklies are based 
on 2,399 interviews in 26 different 
areas adjacent to Army camps, 
Army and Navy air fields and bases, 
and Navy yards in continental UV. S. 
A tabulated breakdown shows per 
cent of readership by branch of 
service and rank. 


No. 2127. A Tale of 412 Cities. 
National Broadcasting Company 

has released this booklet whi 

the second volume of the repo! 

its all-county survey of daytme 

preferences of radio listeners in #1 

cities. 


No. 2116. A Few Minutes with ‘he 
Editor. 


The Saturday Evening Post as 
issued this progress report, W 
gives in detail the findings on ‘"- 
creased readership resulting f™ 
the changes effected by the P 
new editor. Starting with ph 
graphs of the editor and his § 
at work, the brochure outlines 
editorial philosophy behind the ! 
Post and records the progress 
carrying out the changes. 


No. 2092. Wartime Promotion S 
plement. 

Eye*€atchers, Inc., has issued ' 
wartime supplement to its pho! 
graphic collection, containing m1 
ture reproductions which provi 
handy reference of subjects 
wartime promotion, from WwW”! 
glossy prints or mats may be ©! 
tained. Subjects include serv'<' 
men and industrial and other wo 


-|ers on the home front. 
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Westinghouse Maps 
Fyfensive Drives 
to Aid War Effort 


Mansfield, O., March 24. — A} 
spree-part advertising program for 
1943 was announced by the West- 
nghouse Electric Appliance Di- 
vision this week, featuring nutri- | 
‘ion, care and use of appliances, 
and ay educational series for teach- 
ers and students. 

“Our advertising program has 
been converted to an all-out war) 
effort just as surely as have OUr | 
shop facilities,” Roger H. Bolin, ad- 
vertising manager Of the division, 
explained. In peacetime, it helps 
build acceptance of refrigerators, 
electrtc ranges, washers, ironers and 
water heaters. Now, with nothing 
to sell, Westinghouse copy has been | 
converted to spread nutritional 
“know how” and to keep present 
electrical appliances in working 
order. 


Nutritional advertising built 


around the Westinghouse “Health | 
for Victory” clubs will appear in| 


American Home, Better Homes & 
Gardens, Collier’s, Good Housekeep- 
ing, Ladies’ Home Journal, 
Look, McCall’s, The Saturday Eve- 
ning Post and Woman’s Home Com- 
panion. Four 


ules set up On a rotating basis. 
Black and white copy will feature 
some phase of the Westinghouse 
club program, which is designed for 
use of both industries and groups of 
homemakers and housewives. 


Features New Book 


The division’s “‘care and use” ad- 
vertising will be concentrated in 
Ladies’ Home Journal, McCall’s and 
Woman's Home Companion, with 
four quarter-page advertisements 
in each. A Westinghouse “Care and 
Use” book will be featured, by the 
distribution of which the company 
hopes to help keep appliances run- 

ig for the duration and to relieve 


NOW 
5,000 WATTS 
DAY & NIGHT - 600 KC 


The Only Columbia 
Station in Maryland 
‘CL H. RAYMER ©O_ Mat'l Sales Representative 


* TORK . CHICAGO . SAN FRANCISCO . LOS ANGELES 


. . : } 
| retailers from many needless service |a monthly mailing devoted to a sub- 


house offers of literature or movies NIAA Elects Apsey 


|for classroom use. 


_taken by Westinghouse and its re-| been appointed assistant to William | in February over January’s figure. 


Life, | 


insertions will be. 
ysed in each magazine, with sched- | 


several hundred thousand V-Mail 


|ject of current interest to the re- Campaign Zoomed 


8 i. P r ; ne letters which were dispatched in 
n e educational series, five | tailer. . | their original forms to areas where 

: : 7 : ° | : 
publications will carry Westing- V-Mail Use 83 %, V-Mail installations have not yet 


been made. 

V-Mail will shortly be in opera- 
‘ tion from North Africa, with the 
od — yar a a ae ge 24.—The |early part of April as a likely start- 
will release April 1 a new 20-min-|° "a: : ., |efficacy o e V-Mall campaign,|ing date. In the meantime, V-Mail 
ute non-commercial film, “This Too | : oe oe ee ae |largely handled through stationery | letters have been sent to soldiers in 
Is Sabotage,” in support of the na- | unexpired sornn of C. M. Buchanan ‘and ink makers’ advertising, along | that area in their original form. The 


Eight insertions 


will be used in each publication. As J. F. Apsey Jr., advertising man- Army Reports 


part of the program, the company | reer lowecn I gg olen gare 


tional nutrition program. . : ;_| With the Office of War Information | service was fairly fast, too, letters 
of Van Sant, Dugdale & Co., Balti- |spot announcement allocation plan | having been veselved in the United 
and direct mail to retailers also will | | (AA, Sept. 21) was made abun-| States ten days after being mailed 
be stressed. During the next few! .. " 
Ziff Names Froelich Department released some new fig- 
its new “Conservice” program, con- Michael H. Froelich, former man-| ures on V-Mail use. 


A heavy business paper schedule | more, now in the Army. 
dantly clear this week as the War!/from some points in Algeria. 
months, the company will feature 
servation and service drive under-|aging editor of Aero Digest, has The use of V-Mail jumped 83% 


Moreton to Rickard 

Phillip E. Moreton, formerly ad- 
tailers. The direct mail campaign|B. Ziff, publisher of Flying. His|For the short month, there were | vertising manager of Sperry Prod- 
calls for a monthly news poster for | headquarters will be in the Chicago|dispatched 5,990,570 microfilmed | ucts, Hoboken, N. J., has joined the 
dealer windows, a monthly maga-| office of Ziff-Davis Publishing Com-| letters as against 3,281,504 for Jan-| creative staff of Rickard & Co., New 


zine for retail service personnel, and | pany. ‘uary. These figures do not include’ York. 


HE KILLED THE STARRY-EYED ASTERISK 


...0n the morning of March 9th. The Editor got the idea of the asterisk 
as he was editing a news-report on electronics. He sent the story back to 
the Desk with the suggestion that thereafter a star be added to the head- 
line of each BW story which held facts for postwar planners. And that the 
star lead to a footnote saying: 


iy BW news-reports are ‘postwar material" in the sense that they 
reveal to management-men how the shape of the postwar world is 
being hammered out by the impact of events, ideas, and person- 
alities on the malleable world of today. From time to time, however, 
a news-report deals explicitly with postwar prospects. In such a case 
it is, like this one, “starred for postwar thinking.” 


But, as story after story ran across the Desk that day, he and the Managing 
Editor re-realized that all BW news deals explicitly with postwar (to the 
management-man, post-present) planning . . . that it is all packed with 
facts that stimulate readers who must chart a-course for business enter- 
prises, who must have capacity for foresight, men who have brains, money 


or anything else to invest in the future of America. 


So the Editor killed the asterisk. It was a good idea, but it didn’t fit. 


News that is caviar to the general reader 
is bread-and-butter to the BW reader. 
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Stromberg-Carlson 


Chronicles Shift 
to War Production 


Case History of 
Conversion Told in 
‘Dates’ Brochure 


By IRVING GENATT 


Rochester, N. Y., March 24.—A 
case history of one company’s con- 
version of advertising and sales pro- 
motion as well as plant facilities to 
war production, has been revealed 
by the Stromberg-Carlson Tele- 
phone Mfg. Company. The chrono- 
logical story of Stromberg-Carlson’s 
shift from peacetime broadcast re- 
ceivers and other equipment to 
100% war production has been 
documented in “Dates,” a two-color, 
13 x 15 inch brochure to be dis- 
tributed to dealers, contractors, sub- 
contractors and stockholders. 

Peacetime advertising stopped for 
a five-week conversion period be- 
ginning Feb. 23, 1942. First war 
activity of the advertising de- 
partment was collaboration with 
the labor-management committee. 
Seven days after receiving an offi- 
cial plan book from the War Pro- 
duction Board asking Stromberg- 
Carlson to speed up war production, | 
the plant was ready to don full war | 
harness. 


All Facilities Mobilized 


On March 19, 1942, with the war | 
production drive approved, budget | 
established and manpower organ- 
ized, every committee, department, | 
facility and individual was hitting 
on all cylinders. 

One day later, March 20, the com- 
pany’s labor-management commit- | 
tee held its first meeting. Known | 
as the production drive committee, | 
this body consisting of four mem- | 
bers from labor and four from man- 
agement, was responsible for organ- | 
izing the entire project to keep | 
production rolling and to keep every | 
man and woman on the job. 

March 24 saw the company’s war- 
time advertising policy established 
in a letter from President Wesley | 
Angle to employes, including an | 
advance proof of the first war-| 
slanted advertisement. 

The letter explained that the. 
“usual” type of advertising was 
considered unnecessary in view of 
the curtailment of commercial prod- 
ucts, but “we must still keep the 
general public informed of Strom- 
berg-Carlson as an institution, for | 
some day the war will be over, and | 
there will be Stromberg-Carlson 
products for the public to buy.” 


Employes Get Ad Series 


The letter announced a series of 
advertisements, approved by mili- 
tary authorities, “intended to tell | 
the American public what we of 
Stromberg -Carlson are doing to 
help our country in this hour of | 


need.” 

Each employe was told that he) 
would receive reprints of other | 
advertisements to follow “which 


will tell, so far as it is proper that 
they tell, what Stromberg-Carlson 
and consequently you, are doing to 
win the war.” 

The first in the new 
wartime advertisements appeared 
on March 30. Each included in its 
“action” illustration either a radio, 


series of 


telephone, or some other piece of 
communications equipment made by 
the company, thus showing em- 
ployes the crucial need of doing 


their job right—and on time. 
Successive advertisements  ex- 

plained dwindling stocks in addition 

to keeping the company’s name 


~ keke we ke kk 


Largest audience 
in the business field 


(387,226, all net paid) 


— 


+ + + + + H 


CHOOSE THE 
LEADER IN 
THE BUSINESS 

FIELD... 


+ + + + + + + HH 


alive and maintaining dealer good 
will. 


Dealers Given Break 


|stalled suggestion boxes, soliciting 


'streamers throughout the plant. 
'employes for ideas which would cut | 


A special bond committee was 


production time, save material or| appointed Sept. 1 to handle book- 


| boost output. 


Bulletin boards fea-| keeping, contact new employes and 


A wartime service plan was inau-/|tured photographs of employes re-|to distribute bonds throughout the 


gurated on April 9. Business papers 
and direct mail boosted morale of 
dealers and distributors by empha- 
sizing the vital wartime importance 
of set maintenance. Those dealers 
who could not remain in business 
were offered jobs in Stromberg- 
Carlson plants. 

The advertising and sales promo- 
tion departments assisted in pro- 
moting employe relations and boost- 
ing morale and production, with 
reproductions of the company’s 
advertisements appearing through- 
out the plant on special bulletin and 
slogan boards. 

Under the auspices of the war 
production drive, the company in- 


|ceiving cash awards for accepted | plant each week. 


ideas. 


Last Civilian Set Rolls Off 


With but few workmen and offi- 
cials in attendance, April 21 was a 


tory, as the last Stromberg-Carlson 
civilian radio chassis moved off the 
production line, to be presented to 
Donald Nelson and turned over to 
servicemen. 

The following day, out of about 
3,000 slogans submitted by employes, 
the winning slogan was selected. 
“Help Stromberg-Carlson Help 
America—There’s Nothing Finer!” 
took first prize, and was spread on 


symbolic day in the company’s his- | 


In its campaign 


‘to sell war bonds and war savings 


stamps to its employes, the com- 


/pany prepared its own promotional 


material and issued a book to each 
employe titled “Buy Your Share in 
Victory.” 


Charts Weekly Production Record 


To conserve gas and rubber and 
to assist employes in getting to and 
from work, “Share Your Car Clubs” 
have been formed. 

Production charts in the form of 
huge thermometer-type indicators 
have been installed in the company 
cafeteria, showing weekly produc- 
tion records for all departments and 


projects, and helping em»), 


see how their departmen: j; farine 
in comparison to others. Ay over. 


production chart shows ota) Pro. 
duction on all government " 


Orders 
Workers of the Rochesite; i 
launched a new program over » 


company’s own stations, WHAM pe 


W51R, in cooperation with 

Rochester Ordnance Distric;. ug 
diers of Production,” the progra, 
pays tribute to war workers sal 


dramatizes the urgency of y 
duction. 


Postwar Plans Studied 


June 22 saw the postwar play. 
ning committee launched or, , pro- 
gram of regular monthly meeting 
seeking to weigh and formula 
plans which will face the compar, 
in the postwar era. The committe, 
is composed of personnel represent. 


“All over America you'll find millions of families 
like ours. We feel Better Homes & Gardens is in- 
dispensable because we can always turn to it to 
know how to meet our everyday family living prob- 
lems. You'll agree we have plenty of them now- 


“To us, turning the pages 
of Better Homes & Garden: 
is like turning to an old 


friend for advice 


adays. 


“For instance, taking proper care of our new 


tical they make every minute we spend with our 


“This entire 


well and happy is only one of many family living 
situations that are being solved before they ever 
happen—thanks to Better Homes & Gardens.” 


baby. With so many doctors gone to war, and 
those still at home so hard to see, we mothers 
must know more about child care than ever be- 
fore. So we rely on Better Homes and Gardens to 
aid and guide us. Its baby-care helps are so prac- 


healthy youngsters a real pleasure. 


rs 


problem of keeping our babies 


everywhere. For today Better Homes & Gardens 
is the greatest MASS home service family maga- 
zine in America. It is written specifically to help 


solve home-living problems affecting everyone. 


“thanks to 
Better Homes & Gardens”’ 


That's the statement of home-loving Americans 


- 


In everything that affects home living today— 
meal planning —home maintenance— gardening 
—child care—Better Homes & Gardens is re- 


garded as the friendly authority. No wonder its 


reader intensity is up 24% over 1941. 


Better Homes & Gardens 


AMERICA’S GREATEST M-'5 
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branch of the company 
technical, production, 
advertising and 


every 
eecientific, 
merchandising, 

yr 
a rrombers - Carlson’s advertising 
agency, McCann-Erickson, collabo- 
~ated With the advertising depart- 
ment in the planning and produc- 
tion of many war activities quite 
foreign to normal direct selling. 


Bingham Joins 


Fawcett 


| 


Ralph Bingham has been ap-| 


pointed to the western advertising 
sales staff in the Chicago office of 
Fawcett 
April 5. 1943. 


WTAG Joins Columbia 
Station WTAG, Worcester, Mass., 
will join the Columbia Broadcasting 
System April 5. E 
director of the station. 


Women’s Group, effective | 


Edward E. Hill is) 


ADVERTISING AGE 


Takes Full Pages 


for House Organ 


Portland, Me., March 24.— The 
South Portland Shipbuilding Cor- 
poration, affiliate of Todd Ship- 


|yards, has published its new house 


organ, “The Keel,” using full pages 
here in the Evening Express and 
Press-Herald to depict news of the 
yard and its workers. 


Paid for at regular advertising | 


rates, the page is being presented 
in newspaper format with a “lead” 


technical story, written for the lay- | 
man, showing how work has been | 


speeded up by engineering im- 
provement. 
J. Walter Thompson Company is 


the agency. 


| Kelly Promotes Two 


| L. J. McDermott, who joined the 
company in 1933, and has been co- 
sales manager for the past two 
years, has been appointed vice- 
president of E. J. Kelly Company, 
|printing ink manufacturer, Kala- 
mazoo, Mich. Jack Beierwaltes, 
who has been with the company 
since 1935, serving as advertising 
manager and later as co-sales man- 
jager, has been appointed sales 
manager. 


Starts Cheese Drive 


Using newspapers in the Chicago 
D. Schreiber Company, 
Green Bay, Wis., and Chicago, is in- 
troducing Schreiber’s American 
\cheese to consumers. George H. 
Hartman Company, Chicago, handles 
'the account. 


, area, 


-_- 


“Wee. \\\\\ 


Hotels, Eating Hotel Men Pledge 
Places Join in 


| Fight Against 
Cooperative Copy Black Market 


Des Moines, Ia., March 23.—The| New York, March 23. — Hotel 
hotel industry of Iowa has launched | managers throughout the country 
a cooperative campaign designed to|are using paid advertising in news- 
tell the public how hotels are meet-}papers, plus room cards, menu 
ing wartime emergencies and how |stickers and other merchandising 
their service is affected. aids to inform the public that they 

Using newspapers on a _ weekly| will have no part of the black mar- 
‘basis, the Iowa Hotel Association| ket source of supply to maintain 
will tell the story of serving as com-| service, according to Hotel Gazette. 
munity centers for military and ci- The American Hotels Association 
' vilian activities, and of providing|is active in this program. One of 
the first hotel chains to use paid 
display advertising space was the 
Thank Y Carling Dinkler unit of seven prom- 

lan ou, inent southern hotels, and the Hotel 
Mr. and Mrs. lowa Roosevelt in New Orleans. 


Copy for the latter pointed out 
FOR YOUR WARTIME 


CO-OPERATION 


that “the management of the Roose- 
velt Hotel assures its patrons that 
all foods served are bought from 
as recognized, reputable sources—at 
ris ceiling prices. 

tented “The growth of the black market 
aaa a will seriously affect all businesses 
Vna———— unless we see that this illegal source 


YOU MAY wes... of supply is wiped out of existence 
now.” 


These Whe Fermerty Served Tee Some of Tour Feverite Feeds 


Hercules to Open 
Boston Sales Office 


Hercules Powder Company will 
open sales offices in the Statler 
building, Boston, April 1 for its 

@} te r Nee your cellulose products, naval stores, 
| on Santa aapenetth synthetics, explosives and paper 


makers chemical departments. 
Homer C. Simmons, New England 
manager of sales of the cellulose 
products department, Howard C. 
Bates, in charge of synthetics sales, 
and W. M. Williams, who will head 


1OWA HOTEL ASSOCIATION 


facilities for wartime conferences 
jand meetings. The copy also will 
;take the public behind the scenes | 


/to reveal some of the problems con- | po pong + ype . pert er 
fronting hotels — manpower short- — oe 2 ae ne 
chemical department, will be 


ages, food rationing, and restrictions | ; ; 
placed on materials and products | located in Boston. 
essential to hotel maintenance. . = " 

The advertisements express ap- Join Owens-Illinois 
preciation to the public for coop- R. R. Fowler and Charles E. 
erating with the hotels, which} Deger have joined the merchandis- 
pledge to maintain the best service | ing division of Owens-Illinois Glass 
possible under existing conditions. |Company, Toledo. Mr. Fowler has 

Fairall & Co., Des Moines agency, been assigned to the Toledo office, 
is handling the campaign. and Mr. Deger’s headquarters will 


JOIN IN APPEAL be in Chicago 
TO DINERS OUT 


Peoria, Ill., March 23.—All prin- 
cipal hotels, restaurants, clubs and 
other eating establishments in 
Peoria have banded together— 
although they are competitors in the 
local field—to sponsor cooperatively 
an advertisement aimed at winning 
public understanding and accept- 
ance of the problems they face. 

With a full-page advertisement in 
the Peoria Journal - Transcript and 
Star, the establishments remind 
consumers that “We’re all in to-| 
|gether on the nation’s food con-| 
|servation program .. . reducing our | 
consumption of food to make certain 
that our fighting forces will con-| 
tinue to be the best fed in the 
world.” The sponsors point out 
that, unlike the housewife who also | 
has to count the stamps in her ra- | 
tion books, the eating places “never 
| know in advance exactly how many | 
meals we’re going to have to serve.” | 

“So, if sometimes, we run out of | 
‘your favorite vegetable, or have to 
|offer you some unrationed food in- | 
|stead of the steak or chops your 
mouth has been watering for, we 
|know you'll understand,” the copy | 
| continues. 
| Every Friday, beginning March 
| 19, the sponsors have agreed to offer 
|}unrationed and unprocessed foods 
}exclusively on their menus. 
| E. H. Brown Advertising Agency, 
Chicago, handles the account. 


INDIANA'S ; 


TE 


ae 
LARGEST 
MARKET 


om, 


Manufacturing 


* An increase of 200% in the 
annual wages of factory workers 
in Fort Wayne during the past 
three years indicates the activ- 
ity in Indiana’s 2nd largest 
market today. 


Back of the current situation, 
however, is the even more im- 
portant fact that Fort Wayne 
has always been an unusually 
stable market. 


National Supply Promotes 
Two; Names Agency 


Allen P. Colby, formerly adver- 
tising manager of the oil field di- 


Diversification of industry 
has afforded steady employ- 


vision, has been appointed adver- ment in the past—and retail 
tising manager of all divisions of sales have consistently re- 
|National Supply Company, with mained higher than national 
headquarters at Toledo. R. M. d do ol de. 
Sylvis, who has been advertising a es 


manager of the Spang-Chalfant di- a 
vision, has been named assistant ad- 
vertising manager of the company, 
located at Pittsburgh. 

Meldrum & Fewsmith, Cleveland, 
|has been appointed to handle ad- 
}vertising of all divisions, with Clif- 
ford A. Koening as account execu- 
tive 


Art Director Resigns 

Dave Block, for the past eight 
years art director of J. D. Tarcher 
& Co., New York, has resigned his 
| position and left for California. 


The News-Sentinel! offers you 
99% home coverage in Fort 
Wayne. 

* 


An ideal spot 
for a test: 
Write for map 


* 


Che News-Sentinel 
Fort Wayne's G Evening Newspape 
FORT WAYNE. INDIANA 
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L. A. Addub Hits 
Action to Reduce 
Airline Promotion 


Advertising Age Story 
ls Basis for Wired 
Protest to Board 


Los Angeles, March 23.—Strongly 
protesting a Civil Aeronautics Board 
order to Chicago & Southern Air- 
lines which would drastically re- 
duce that company’s advertising, the 
Advertising Club of Los Angeles, 


following a meeting of its board of | 


directors, last week sent the follow- 
ing wire to the board’s office in 
Washington, D. C.: 


and publicity expenditures 64% asa | astrous precedent when any govern- | 


condition to its carrying the United 
States mails. That is an organiza- 
tion with which we have no direct 
‘concern whatever, but we feel 
strongly that the principles are such 
that we cannot refrain from a pro- 
|test if the facts are as reported. 
“We believe that your concern 
should be with the fairness of the 
|price paid for services rendered to 
the government or the Post Office 


| Department, with the facilities the | 


company has for such service, and 
/with the safety and efficiency with 
which it carries out its part of any 
‘contracts or agreements; but that 
i'the matter of how much money 
'should be spent for advertising 
other services of an entirely differ- 
‘ent nature should have no more 
bearing on those points than the 
color of the company’s planes. 

A Bad Precedent 


| 


“We hold no brief for misuses of 
| advertising or for unwise use of ad- 


ment body dictates to the manage- 
ment of a company how its money 
|should be spent or not spent. To 
| withhold mail contracts from a com- 
|pany which is well equipped to 
carry them out, unless it complies 
| with conditions which have no di- 


ally made possible that industry and 


\its facilities for carrying the mails, | 
‘and which has also made possible 


the automobile industry and the 


|many others which are producing 


/rect bearing whatever on the serv-. 


ices rendered to the government or 
on the price paid for them, smacks 
of a dictatorship which is thor- 
oughly alien to the spirit of this na- 
tion and contrary to the principles 
for which our nation is fighting— 
no matter how well-intentioned the 
conditions are or upon what they 
are based. 


Might Set Precedent 


“An action such as your board’s 
| might well be taken as a precedent 
| by others who, through failure to 
understand the essential economic 
‘services rendered to the nation by 
|American advertising, might seek 


| through similar edicts and imposed 


“It was with consternation that vertising funds, and we have no way | conditions to cripple its entire struc- 


we read 


in Apvertistnc Ace for|of knowing whether the sirline’s | ture —a structure which, incident- 


March 8 that your board had in-| previous expenditures were justifi- ally, has played a tremendous part 


structed the Chicago & 


Southern | able or excessive, but we do feel! in winning public acceptance for the 


Airlines to reduce its advertising| strongly that it is setting a dis-/ aviation industry, which has actu- 


our vitally needed war supplies to- 
day. 
Importance of Advertising 


“Without advertising under the 
unhindered direction of competent 


| management those industries would 


not have existed. The fact that 
competent management continues 
to advertise when it has fewer goods 
and services to sell shows only that 
management realizes how essential 


it is to make friends and create con- | 


fidence—not only now, but also so 
that its future peacetime products 


and services can be offered to a) 


friendly and receptive public. We 
respectfully urge you to reconsider 


your directive, and confine such di- | 
rectives to matters pertinent to op- | 


erating efficiency and safety, so as 
not to appear to be seeking control 
over other matters which are the 


definite responsibility of manage- | 


ment and which under our system 
of private ownership for public 
service must remain so.” 


now that nations 


are neighbors 


RADIO has made neighbors of all the nations on 
earth. China and Chile, Brazil and Burma, Portugal 
and Peru now share the same doorsteps and back- 
yards. And when all the nations become good neigh- 
bors, radio will have helped with that miracle, too. 


An important role in the creation of this world- 


community is played by Mutual. Its reputation as 


the First Network 


THE 


MUTUAL 


for News rests not alone on 


supremacy in domestic coverage. Devoting regular 
time each week to broadcasts direct from the world’s 


warfronts, with keen analyses from the homefronts, 


Mutual contributes continuously to a fuller under- 
standing of what the word “global’’ really means.. . 
from the first radioed words of MacArthur to the 


latest triumph on the remotest battleground. 


This phase of the network’s public service helps 
explain why Mutual has been able to weld the people 
of all the states into a compact assembly, eager day 


and night to hear what our correspondents and com- 


mentators (and advertisers) have to say. 


ha. (a. Chiteb 


BROADCASTING 
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ee 


vows 


rn mae 


—,€ 


Appearing in the April Atlantic Monthly, 
this is the first of a series of six pages 
scheduled by American Hospital Supply 
Corp. to show the part played by volun. 
tary hospitals in American life. 


Supply Company 
Tells Hospitals’ 
Story to Public 


Chicago, March 25.—The Ameri- 
can Hospital Supply Corporation, 
whose business is confined to the 
hospital and allied fields, and whic! 


sells hospital and medical and surg- 
ical supplies, will enter the ranks of 
| general magazine advertisers with a 
|full page in the April Atlantic 
| Monthly—the first of a series of six 
pages designed to awaken public 
consciousness to the part played in 
American life by the voluntary hos- 
| pitals of the country. 

Faced with problems common to 
|all institutions, as well as with the 
| expressed desire of some groups of 
| social planners to integrate the hos- 
pital structure of the country in the 
| security” framework, the 
‘voluntary hospitals of the United 
| States are in need of a public rela- 
|}tions program, American Hospital! 
|Supply Corporation believes. Since 
the hospitals themselves cannot 
undertake such a program, Ameri- 
can has decided to carry the ball as 
a contribution to the field. 
| The new series is being merchan- 


bya to the hospitals of the country 


by Atlantic Monthly, in a letter ex- 
plaining its purpose, and enlarge- 
|ments of each of the advertisements 
|will be supplied to hospitals by 
| American for display within the in- 
| Stitutions and throughout the com- 
| munity. 


| Dent Named Manager 
Ellsworth C. Dent, formerly edu- 
| cational director of RCA Victor, has 
| been appointed general manager o! 

the Society for Visual Education, 
| Chicago. 


WANTED 


Advertising Manager 


One of the largest food manufac 
turers in the country wants an 
advertising manager, —- one thor 
oughly experienced in all phase: 
of advertising and merchandising. 

a man who can write A-l copy 
| knows layout, has handled house 
organs and premium promotion- 
One familiar with merchandising 
from the ground up. 


Must be draft exempt and net 
now engaged in defense activity 


He will manage his own depart 
ment and have a world of oppor 
tunity to work out his own ideas. 
Salary will be commensurate with 
the ability required. 


This is a rare opportunity to join 
a national organization which 
chooses men very carefully. 


Write full particulars about your- 
self and experience, —ineclude 
photograph. Box 4022, Adverti- 
ing Age. Chicago. 


° 2 a he Aid ‘ a F ae & laa a res Mgt kt oc). Re ae do Spey Se ry 
pay at hh y ye i hepa lacey ete io ur Wo Sere Ai Sara: ane, A. Cueeee, A <% Ee es ee - Sas * Bate yeh q Cale te Wea ee ee a. ee! 7 5 = on care Spi. Re *, e i ner +4 Ae ares : eke: 
gn is 4 an . i iy t t as ted | ‘i F , Z ini ‘ 2 ’ a0 ™ . 
gps UUUUUUtz£°» » = ——— _ — _— 
pee F \ 
- t . 2 bd . 
Ps ’ ; , . 
ie 3 my 7 4 
{3 £ ‘ " e: ¢ ‘ 
= re © t = 
wf = on > 4 
‘ ‘ = ‘ “2 
: ' * i) 
, . " ‘ % 
Bh ™~ 
: bs " = — 
Ss a 
~ . 4 » ‘. : “ 
¥ > ey 
F -. LT i 
eoqped “ < ‘ . : 
mars mine 
Po | aon co 2 \ 
3 ee Po in “per oe ee as wit OO nw 
7 oe oe ae on gerne 
ee ees — . 
\ "peel ia eg ate 
ig eee st 
Po ae F Bs oF : 
| 
: : 
a . : Z “ ve P - 3 | 
t Peat i ae . See oF ® eee ae eae 7 : a oe ininicad a RO ae E eT Oe, eee OE Ee Hele. - ae 
i 7-4 Pi Sa laa ee Eee eaeeey fl ie ‘i : Sei, 
s ee - ii ey oe | 
7 : an a = on ically | ms . 
; a - - 
= - : BET tine. g i meee ee >" 2 pid. “ae ~ eae ae ee Ss Se 
i ee ok Spee, fe, >. * gece Gz", * Ce eo oa == ——— —_ lan. ii as ae i ia 
a a en ee ae: a ek ee ee asia ; ee a 
—" ; si : . j ek Re i ee ee 0 : ae 
: Se ee i _ eee . lie ee a es he os ea 
4 ge i 33 Z ara 2 Bey Pct ei : — a = eS a Ba ; 1 i ; " 
ee ee j : Tepes : Ce pele: - “4 cle ay - et ” ; ae Se . ae ; 
. 4 i i / j A i ' ra : 
y * ee co A r > a io ee asi 
a ——. — _ “” oo " hk ye 
F GS e "tg +. : Oe Bret Manes 
_ r “ WZ ae ae ar oe ee « 4 ~ Fe 
: as ” t 4 . - = ye Mg Jem ae a 
: f , «OS ae : 
| Aha ay," ae A ~ 
ae <# ‘ “~% : s <a ; by ~ 
aS f ee . ee = i 
Re a ony — by te ; - 
<——e (i “ . ee 5 % 7 i “ ‘ ; aay ey Bae %, 
— Sl ws — ee : eS . 
ee ul y “Tae as wn 45. a -_ wes Y ain _ 
’ (4 ‘ p a N) ws | i A ae. o Oe - : I ili. 
A . - \  ** ee ee ©. | fh 
ail yf —_—* \ an - ~ Leet ay oe JR ee 7 a a Ps. 
, "ieee a ', * \ Me 60 aa, ++ i, oy. ve a. : . a 
/ f ~ Es! ees - ; \ 3% = mm 4 ™ er 2 ae iy! ~~, «gt , “ bs 
E - ee — A. y .. a ‘ Sn eee ae ‘ ays ie a % 
‘a ‘ i 2M Sa an ms) 8 Seis. s ie a a # ae aie 
i Wie i se a, 5. ag Ns ine og ae? la i ’ ee. Pee ‘ie 6 oe 
| s SS a 4 . Bre ie ie Va : 7 a ee Ae Sm , 
= 4A N 7 re « w~ " , a a, * ie ben ie a y, 4 - a * (4 a i “i : 
’ re Oe awe CS eA RS : : F Sy es ae 
: Y NSS eee ae : : ere x 
. F eo : Dg ni Ny = fs, 4: tie i Re ¢ 4 J i gee >t * sw - 
be Soe me ¢ 7 ee a cc 7 7 5 . & A we To aoa ta 
if ie a sp a a er A " So et : a a ee Beye: ah 
oo ~ , oe a = a el NS os ee i i ea ee oo ee ae 
A x 1s po . eM: ee Ee a PY ee ae hea a | rr Aa a : 
Ee ’ é alata “tee —" 3 eo =, ee aA ’ aa 5 ©. 4 ae a ; ‘*. # ? pte. 
ene es ; : oe, pee _ AS Ao - i r q at ee Bes ee. 
ii cas ; : = Pah. ec Al ~~ a : : ae ig = aa ‘ =e. ~~ ee a a 
irae ie x # . ‘ . iit Sha i “ Bd - 8 & - ea remy =p oh Be - a no fe Ta 
: ae es, Fi, 9 - ot ; ; Ea le _ sos F aS 
Siva — ea anh Suge, ; ee ~ . : re i 
Fe el 7. ‘ Se a : ‘ ai 
" yy) ; 7 ye psig iti 2 ‘ -_ As 
; oy * : ; a = 4 Aas ‘al ang st age ’ ; : . “ i 
ype S| : Sy ae 
ot a 7 ea 7% —: A “ ae i era F " * i: 
‘ea a 
1 ee ae  aae y = . es , Pee te ee Spee pe a he g 2 _ wn 
As, <2 one eee ie ae ee ae a AeA 82 Calla ey i ~~ 3 
aco ii i 1 ee Je As oe ae 
2 es ee pS es » ASS tee a 
Week ea ee : tee ay et Se eee ae sti” 2 ” a Fe eat 55 thie am 
a s- ; * Comes ‘a a ae 7 < Rpeseet “ae : - OO 
ce : Pe a : ¥ ; La a See Se =. Bae et sme | ¥ % pad Be nae ; —_ 
. 5 : “ < ee ‘ = Tt ch iat Re kk eae : riya S * ORS | 
- ies > - ME eee dees § - ee ee C pene . BH f : 
im ‘Ne Br: — SE Fe tS ye : 
i | 
| 
| 
tie Siete 
ie 
hs 4 Po 
ar 
a: 
a 4 
‘ie 
7 Reale se 
es ] 
Pe a 
ee a 
a 
a) ae 
a sith | 
a ee 
pies ee ‘ 
he ee ea * 
he A, 2 Ax ix 
aes ae vey i‘ f = : F ee ; = ; a oe 
pay 2 I; toe pee eet oF * Z notayee S at eo P E ’ ‘ # Pla ee % an > 


ADVERTISING AGE 
17 


+" of 
-4Nd we’ 
Nduct; 
Ng a 


rele. | “GALLOP” POLL OF ART Aw find out...We invite you, your friends and neighbors 


to view the 200 widely-assorted subjects (oils, water colors, temperas, pastels, pen-and-ink, etc.) 


| Maem ART CENTER CHICAGO 
F T CENTER 
CHICAGO Bin March 16 till April 10... 
++ TOU will be given 


a ballot on which to check the ten paintings you like best in the entire exhibition. 


‘Af your ballot is the one which most closely 


2 it’s very simple, lots of fun, and it costs you nothing.. 


g 


g 
g 


from 10 a.m. till 9 p.m. and Sundays from 2 till 5 p.m....We hope we'll be seeing you, and often. 


j tee you ll enjoy each visit. ADMISSION FREE elm times during this P 


| We guaran 


oll. 


AW Center Chicago 32 West Randolph Street * ANDover 2250 
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Bob Hope Gags 
fo Feature New 
Pepsodent Drive 


Company Goes All Out 
in Exploiting Star 
of Its Radio Show 


(Picture on Page 39) 


Chicago, March 25.—Radio and 
film comedian Bob Hope will add to 
his sales duties for Pepsodent next 
month when, by means of a new 
series of advertisements in national 
magazines and farm papers, he 
starts instructing readers on the “Art 
of Making a Date.” 

The campaign, starting April 1, 
marks the first time that the Pepso- 
dent Company, sponsor of Hope’s 
“Variety Show” on NBC Tuesday 
nights, will feature the startled-eyed 
star in advertising copy. 
dian has figured previously in pro- 
motional material issued by Pepso- 
dent, but never had won top billing 
in magazine advertising of Pepso- 
dent tooth paste and powder. 

Pepsodent executives reasoned 
that it was unwise to spend the 


The come- | 


| tion’s share of their advertising| package for the tooth powder are 
budget on radio without at least! illustrated. The company is using 
|tying in publication copy. The new/|three different containers for its 
| series will exploit Hope to the full,|tooth powder, produced by three 
\featuring “gag” illustrations and | different suppliers, but the outside 
|laugh-provoking copy in  putting| package is similar for all three, 
over the comedian’s ideas about the | readily establishing identity of tne 
art of making a date, being the life|prand. Consumer copy will make 
of the party, keeping healthy, etc. | no effort to point out the different 
Victor A. Hunter, Pepsodent ad- | containers. Advertising to the re- 
vertising manager, and Milton /t,i) trade, however, explains that 
Schwartz, account executive with Pepsodent has solved the container 
the agency, Foote, Cone & Belding, ‘ : 
worked with Hope on the idea for problem by adopting the three oe 
the campai Hone’s radi it containers made of non-critical ma- 
paign. ope’s radio writers ao. a ees / 
turned in a supply of gags; Whitey terials; that “production miracles 
Schaeffer, Paramount Pictures’ chief made January and February the 
portrait photographer, supplied the biggest months in Pepsodent his- 
pictures; and commercial copy was| tory; and that “you'll soon get more 
worked in. ‘and more Pepsodent powder. 


In the opener, Hope starts off | . 
with this sound advice on the art | Budget Remains Steady 
During the first quarter of 1943, 


of making a date: “It’s easy to make | 
a date. If you’ re a man, the logical | the com pany has spent approxi- 
thing to do is to make it with a girl. | mately the same amount on national 
So first, call the most beautiful gir] advertising as during the same 1942 
you know. Then, if you have an-| period. Some magazines have been 
other nickel, call one who will go | dropped, however, with space in- 
out with you. When she answers,|creased and position improved in 
speak to her in a voice that’s invit-| others. On the list for the new 
|ing and pleasant... like the swell, campaign are American Magazine, 
/cool taste of Pepsodent.”’ |Collier’s, Cosmopolitan, Esquire, 

A panel at the bottom of the | Good Housekeeping, Guide Screen 
advertisement, re-emphasizing the|Unit, Life, Modern Magazines, 
“Don’t Waste Pepsodent” theme | Newsweek, Redbook, Time, and 
adopted last year, may be varied |three farm papers, Country Gentle- 
later if production can be increased | man, Progressive Farmer and Suc- 
and heavier sales pressure is re-|cessful Farming. Full page and 
quired. fractional units will be used. The 

Both the paste tube and Victory ‘schedule may be extended later to 
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E SIZE OF SYRACUSE 


HAS MOVED INTO DETROIT 


to live 


ITHIN the 


drawn to its metropolitan area 
a city the size of Syracuse, N. Y.—an over 1941, 


approximate total 
Since 1940, nearly 
ple have moved t 
to live, work and 
overflowing with 


war workers. 


Thousands of tl 
have turned autor 


newspaper—The 


... 10 work ... to Cel 


year Detroit has paper. Its circulation increase in 
1942 averaging 27.433 copies monthly 
is good proof that the 
equivalent of more than half of all 


the new families coming to Detroit 


of 204,000 people. 
a half million peo- 
o the Detroit area bought, read, enjoyed and continue 


BUY, with purses to enjoy this newspaper. 


the big wages of The 368.000 families now reading 
The Free Press represent the better 
buying part of the market that has 
always been Detroit, and the best 
half of the new market that is mak- 
ing Detroit America’s fastest growing 


ese new families 
natically to a good 


Detroit Free Press 


to Detroit's only morning news- city. 


Che Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Nat'l Representatives 


ee ~ 
: GAIN AND LOSS PERCENTAGES - S2 CITIES ; 
FEBQUARY 1943 - 1942 LOSS GAIN 
°LASS I FICATIONS -30 -20 -10 i) 10 20 
RETAIL 1.3%) 
GENERAL 21.6 
AUTOMOTIVE -8.8 
FINANCIAL -8.0 
Tota. DisPLay 5.2 Cea 
CLASSIFIED 22.2 
TOTAL ADVERTISING 8.7 = 
Department STORES 5.7 
ae Pe 
JANUARY | To FEBRUARY 28, 1943 - 1942 
RETAIL 1.1 
Genera 17-2 
AuTOMOT I VE 1.9 
FINANCIAL -12.0 
Torat Diseray 4.0 
CLASSIFIED 19.5 | } 
ToTAL ADVERTISING 7.2 
Department STORES 6.3 | 
pate : OM | 
-»” -20 -10 ) 10 20 30 } 


52 cities. Financial, alone, shows a 


All linage classifications exceot automotive end financial moved over to the plus 
side in February, as shown in this Media Records measurement of newspapers ir 


loss in the Jan. | to Feb. 28 period. 


include other magazines and copy in 
daily newspapers. 

Hope, who has failed only twice 
since last November to top the 
“First 15” radio programs listed by | 
C. E. lc Inc., was signed by 
Pepsodent earlier this year to a new 
seven-year contract. He ranked No. 
4 at the movie box offices last year 
and the company believes he is 
destined to move up in 1943. To 


broadcast from various 
throughout the country. 
boys in the service have written 


comedian—and his sponsor as well 
—for his wartime efforts. Pepso- 


building a large share of its sales to 
the armed forces, which now account 
for a quarter of all production. 
The company will continue 
through the “cold” season its series 
for Pepsodent antiseptic featuring 
leartoon illustrations of effective 
rules to be used in combatting colds 
|and sore throats. Started in Janu- 
jary, these advertisements are ap- 


| pearing on a staggered schedule in| 


| the company’s regular magazine list. 


Magazines, Papers 
‘Out’; Books Okay 


for War Prisoners 
Washington, D. C., March 23.—} 


|Books may be sent abroad to offi- | 


| cially identified prisoners of war 
and civilian internees, but news- 
papers and magazines, “regardless 
of date of publication,’ are pro- 
hibited, under new rules announced 
this week by the Office of War In- 
formation with the approval and 
cooperation of seven government 
agencies and the Red Cross. 

Only new books may be sent 


the Red Cross or the YMCA, but 
these must be free from any writ- 
ing, marking or extraneous mate- 
rial. 


charts, or material about geography 


tics, weapons and armaments, mili- 
|} tary, naval or air force subjects, 
|}explosives or espionage. 

V-Mail may not be sent to pris- 
oners or internees. If a book is to} 
be sent to an individual prisoner, 
the address is given to the pub- 
lisher, who wraps and addresses the 
book and sends it to the Office of 
|Censorship’s New York . station, 
where it is examined. If approved, 
it is mailed direct to the prisoner. 
Only one package of 5 pounds may 
be sent every 30 days. 


Promotes New Process 


Traub, Lyons, Oppenheim, Inc., | 


will shortly inaugurate a heavy 
Magazine, newspaper and_ radio 
drive for Austinized process fab- 
rics, using a new method of San- 
forizing and vat-dyeing spun rayon 
textiles. Hirshon - Garfield, New 
York, handles the account. 


| Lee-Stockman Named 


Lee-Stockman, Inc., New York, 
has been appointed to handle the 
advertising of Totty’s plants and 
flowers, Madison, N. J. A spring 
campaign is appearing in magazines 
and metropolitan newspapers. 


aid morale, the Hope show has been | 
camps | 
Parents of | 


thousands of letters praising the| 


dent credits the Hope show with) 


direct to prisoners. Used books may | 
be sent abroad to be distributed by | 


Books sent to individual prison- | 
ers must contain no navigational | 


or cartography, lithography, poli-| 


‘Mactadden to Open 
Spot Radio Drive 


'- New ‘Mealene’ 


New York, March 24. — Bernan 
|Macfadden’s cereal company wil! 
initiate a spot radio campaign be- 
|ginning April 1 for Mealene, ney 
“meat stretcher” that can be used 
either as a cereal or baking in- 
gredient. 

Spot tests will be conducted o 
various stations, starting here wit! 
|Phil Cook’s program on_ Station 
WINS and expanding to differen: 
sections of the country as deale 
distribution plans are completed 

The drive was speeded on its wa: 
following a successful test severa! 
weeks ago on Station WNBH, Ne\ 
Bedford, Mass., under the sponsor- 
ship of a local health store. 

Jasper, Lynch & Fishel directs ad- 
vertising for the cereal compan) 
which was organized last Decembe: 


| BALTIMORE'S BLUE 


NETWORK 


| 
| 


Geor rge H, Roeder, Gen. Manager , 
E Notional Representotives: 
SPOT SALES, INC. 
New York - Chicago - San francisco 
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Admen in the 
Armed Forces 
——— 


| John R. Me- 
‘arty, vice-presi- 
yet Rowland & 
Bro les Com- ' 
pans Fort Worth . 
agency, has 
heen commis-~ 
sjoned second 
jieutenant in the 
Army air forces. 
Herman 
Teetor, on leave 
fron the execu- 
tive board of 
perfect Circle jy. p MeCarty 
Company, Hag- 
wn, Ind., has . 
commissioned a lieutenant in | 


erst 
bee! . ; 
the naval reserve, and is located at | 

: pnd 
Quonset Point, R. I. Since May of 
| 


12,506,547 


last year he has been serving full 
enone time as Indiana executive officer 
| and squadron leader of Group 8, 
c Wing 52, Civil Air Patrol, and had 
several weeks as an observer on 
the Atlantic Coast anti-sub patrol. 
Harry B. Heutel, assistant secre- 
en tary of Dallas-Forth Brewing Com- 
pany, Dallas, has enlisted in the V7 
officers’ training in the Navy, and 
> is stationed in Chicago. 
‘ FO. Gordon Stephens, formerly 
e manager of MacLaren Advertising 
Company, Victoria, B. C., has been | 
rnart transferred to an eastern United | 
will States training station for ‘a con- | 
1 be- troller’s course. He has been serv- | 
nev ing with the RCAF at a northern | 
used British Columbia station and is at- 
, In- tached to air force headquarters, 6 
Ottawa. 
d o1 Lloyd Smith, assistant to the sales | acetate 3 ¢ 
wit! service manager of Station KWK, | 
ation St. Louis, has been commissioned | 


rent a lieutenant (jg) in the naval re-| 

Pale serve and has left for training in | 
1. the East. | | 
wa) H. Graham Scaife, account execu- | 

vera tive of the Russell T. Kelley agency, | 
Ne\ Hamilton, Ont., is serving with the 
sor- ™ Royal Canadian Army medical 

corps. 

ad- 5 Commdr. Earle J. Gluck, USNR, 
an) i formerly general manager of Sta- | 


ibe: ; WSOC, Charlotte, N. C., has 


assumed new duties as district com- 
! munications officer, Sixth Naval 

District 

John M. Caldwell, radio writer 


with N. W. Ayer & Son, has joined ex 


7,656,054 


the Army. 
Lt. Allen M. Whitlock, formerly oO 
of Benton & Bowles, has been pro- Ss? 


moted to captain and appointed 
public relations officer of the A 
Army air forces’ West Coast train- 


ing center. 6,400,048 oe? 

Tullio W. Rossetti, partner and as 
account executive of the Mailo- N 
graph Company, has been promoted | 
to sergeant of the 578th Technical | 
School Squadron of the Army, at) 
Miami Beach. 

George G. Shor, research director 
of The American Weekly, has re- 
turned to the Army as a major 
assigned to the Office of Strategic 
Services in Washington, D. C. 


Explains Hotel Service 


The Hotel New Yorker will em-_ 


ploy two-thirds pages in national | 

magazines and full-page advertise- | ae 

ments in a long list of business " 

Papers to prove the average hotel 

today is not only teiliacion 2 great 1933 1934 1935 1936 = — “— _— - ae 
y service men on furlough, but 
thousands of Americans travel- 
‘round the country on vital war 
‘uction work. Maxon, Inc., is! 


gency. This is an accurate, ten-year picture 
Orthwein to Anfenger of Evening Bulletin advertising —_ 
David K. Orthwein has joined the ership in Philadelphia. In 1942, The 


Et 
reative department of Anfenger «te te] 


Ad ertising Agency, St. Louis. He Evening Bulletin carried 14,202,544 
formerly with Stix, Baer & 


& 
. ry ; 2 
Fuller, St. Louis, and previous to ; sc 3 ° one OeS it— 
that, Wily a Bloee eot Eee Dee lines. This is 13.6°/, greater than the 


Sewrce: Media Records 


Corporation, New York. : ; . 
total linage of No. 2 daily news r ee 

- | " . a ped Rn 
the ehheek x and 85.5°/, greater than No. 3 daily ® % © 
* * | newspaper. In advertising, in cover- int i @ | e ~ fe 
" Lowest cost * age, in circulation, The Bulletin is the 

in the business field * leading Philadelphia daily news- 
* * po > . 
. ($4.63 per page per 1,000) . paper. It is the largest evening 
rn newspaper in America. 

CHOOSE THE 
* wa cuenaes 
* 


IN PHILADELPHIA — NEARLY EVERYBODY READS THE BULLETIN 
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| 9 . financial operation will be avail- 
39 Stations Lost. =" 


Personnel Problem to WMC 


Mr. Fly had little public comment 
to make on the question of defer- 
ments for station personnel — a 
question made prominent by a let- 
ter from a local draft board to sta- 
‘tion WLIB, Brooklyn, in which it 
| was indicated that not every station 
\is essential, an intimation that 
‘local draft boards feel that they 
‘ean choose the stations for which 
deferments have been granted. 

194] or 1940 | It is understood that Mr. Fly has 
referred the question to War Man- 

Washington, D. C., March 24.— ‘power Commissioner Paul V. Mc- 
Preliminary figures on the financial | Nutt, and that a ruling on the abil-| 
returns of 722 radio stations were |ity of draft boards to qualify WMC 
revealed this week by James L. Fly, | directives may arise from the case. 
chairman of the Federal Com-|Mr. Fly pointed out that similar 
munications Commission. cases have arisen in other fields, 
Of the 722 stations reporting—180 


Money in ‘42, FCC 
Report Indicates 


Study Is Incomplete; 
Fewer Losers Than in 


and that he believed that local draft 
boards had generally been fair to 
station personnel. 

The FCC chairman refused to 
comment on whether the commis- 
sion would grant special permission 
to stations to operate 24 hours a day 
on April 12—when the outlets join 
in a huge bond-selling campaign 
(AA, March 22). The long opera- 
tion would raise many problems, he 
remarked, including difficult engi- 
neering questions. 


WSJS Increases Power 


Station WSJS, NBC outlet in 
Winston-Salem, N. C., has been 
authorized to increase its power to 
5,000 watts, retaining its present 
frequency of 600 kilocycles. New 
facilities will be ready for use about 


| April 1. 


CBS Report Cites 
Advertisers’ Role 
in Radio Service 


New York, March 23.—The patri- 
otic contribution of advertisers in 
turning their radio time and their 
creative facilities over to the gov- 
ernment for war messages was em- 
phasized by William S. Paley, 
/president, in the annual report of 
the Columbia Broadcasting System. 

Mr. Paley said the American 
people owe a great and real debt to 
the hundreds of advertisers who, by 
their investment in broadcasting 


can radio. 
Without exception, 
tisers using the full CBS network 


| 
| 


- _—— en 
‘dedicated parts of their WN pr 
grams to the war effort, with ..” 
of them producing special] Ogram. 
| wholly concentrated on we» topics 
The report pointed up th» tra, 
‘tion in radio selling from nphas 
on tailor made selection o; narket, 
to selling on a truly “nation.) pa... 
The CBS full network in hs 
had far-reaching consequence: ond 
proved invaluable to adver: sey. 
American industry as a wl ole 3; 
provided smaller radio stat with 
additional resources enab); ther 


to render greatly improve 

service, Mr. Paley said. 
“American broadcasting | 

demonstrated during 1942 


j}usefulness to our social a 
time, make possible a free Ameri- | nomic life in peace can bec 
| valuable 
all 66 adver- | Paley’s report. 

Net income for the fisc: 


in war,” 


concluded 


have not yet filed their returns— 
139 showed operating losses for 
1942. No data, Mr. Fly said in re- 
sponse to a question, is available yet | 
concerning a breakdown of losses, 
or an analysis of the hookup be- 
tween losing stations and businesses 
of another nature. 

Otherwise, 478 stations showed 
profits of more than $2,500, and 105 
showed profits of less than $2,500. 

Earlier, when the question of the | 
financial plight of the stations first | 
was raised, Chairman Fly estimated | 
that about 200 stations would need 
additional financial assistance. 


Wants Advertisers’ Help 


This incomplete return on sta- 
tions’ earnings during 1942 high- 
lights the problem in which adver- 
tisers, the small stations, and FCC 
are involved. 

Mr. Fly has announced that he 
would seek the aid of advertisers in 
financing the stations; aid from ad- | 
vertisers, he said, is preferable to 
the issuance of Reconstruction Fi- 
nance Corporation loans to the sta- 
tions, or to the actual buying of 
time on the stations by the govern- 
ment. In any case, he has empha- 
sized, the object will be to maintain | 
what FCC considers essential outlets 
of mass communications. 

Advertisers, however, have been | 
slow to pick up the FCC chieftain’s | 
suggestions, chiefly because of a| 
sizable suspicion that the aid which 
is sought for the stations is not 
based on sound economic grounds. 
Investigation, these advertisers say, 
will show that many of the 
“doomed” 200 have lost money over 
a period of years, and that their 
present plight cannot therefore be 
considered a wartime problem. 


Substantiated by Prewar Reports 


This view is 


substantiated by 
previous FCC 


annual reports. In IXTEEN years ago, the name of Hillman first became 
1941, the FCC noted: ; pf he ape 3 my 
identified with the publication of fine, limited- 


“A total of 177 stations reported 
broadcast service losses in 1941. 
These stations had total time sales 
of $7,629,969, total expenses of $8,- 
706,066, and lost in the aggregate | 
$1,209,795. These figures include 
loss for 10 of 54 new stations, the 
remaining 44 having operated at a| 
profit. However, the number of sta- | 
tions showing broadcast service 
deficits was under the figure for 
1940, when 187 stations lost $1,- 
551,812.” 

The returns of 180 stations are 
delayed, Mr. Fly said, because of 
the lack of qualified accountants to 
audit the stations’ books. Eventu- 
ally, a complete picture of 1942 


edition books. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


*tadependen| Survey of Providence Bulletin 


months of its history, 


HILLMAN 


long distinguished 
as a publisher of fine books 


NOW 


CELEBRATES 


ITS FIFTH SUCCESSFUL YEAR 
IN THE MASS MAGAZINE FIELD 


After attaining swift success in its original field, 
the Hillman organization expanded its scope in 1930 
to include the publication of popular novels. 

From five limited-edition works in the first twelve 
the output of Hillman rose 
steadily to a high point of more than 100 fiction and 
non-fiction titles issued within one year. 


Caldwell, 


HILLMAN NOVEL CLASSICS 


The sale of the average $2.50-$3.00 book is un- 
believably small since the price is prohibitive for the 
mass market. The Cheyney Report, a careful survey 
of the book publishing business issued in 1936, places 


With rare insight into writing 
quality and readers’ taste, Hill- 
man brought manynow-famous 
authors to public attention for 
the first time. Most notable 
are Bellamy Partridge, author 
of Country Lawyer, Erskine 
author of Topacco 
Roap, Howard Spring, author 
of My Son, My Son, Stephen 
Longstreet, author of Decapr, 
and Pierre Van Paassen.The lat- 
ter’s Days or Our Years, issued late in 1938, sold more 
than 300,000 copies and is still remembered as one of 
the most distinguished best-sellers of recent years. 


* 
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every month. 


~~ 


il 


month of 160,000. 


_eererreeerree. 


Detective, 


eer. 
PEP PIPPI O SLOSS 


the average sale at less than 2,000 copies. The actual 
number of book stores in the nation is somewhere 
around one thousand, affording too limited a distri- 
bution set-up for the 


ay 


sale of books on a wide scale 
Nevertheless many experiments looking to the mass 
book market were tried; none succeeded until 1935 

In the summer of 1938, HittMaANn Periopicats pub 
lished a full-length book detective novel at 25 cents 
Instead of using book stores, the newsstands wer 
employed. The first book so distributed sold 40,00 
copies. Since that time, additional titles have 
added until now five full-length books, at 25 cen 
per copy, are published monthly. These Hillman boo! 


enjoy a sale of more than a quarter of a milli 


be: 


HILLMAN DETECTIVE GROUP 


The prompt reader acceptance of these books at t 
newsstands induced the firm to try popular magazin: 
The first was Crime Detective 
zine, published August, 1938, with a sale the fi 


, a fact detective ma 


Since that time, the Hillman Detective Group | 
been formed, consisting of Crime Detective, Ri 
Heapquarters Detective and Cri 
Conresssions. The ABC average for these four mag 
zines during the last six months of 1942 was 464,57 
In addition to these, the firm publishes, in its comple 
Men’s Group, Sensation—True Stories Behind ¢! 
Headlines Sensation had a net paid circulats 
average of 94,796 at 25 cents per copy for the !a 
six months of 1942. 
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Mm pr, ‘1.4 January 2, 1943, totaled $4,- | . ating a minimum of six hours a day,|in Philadelphia which listen to FM| . ) 
th _ 93,697 compared with $4,004.733 Four Philly FM as the stations are now doing with| will continue to get eight hours ot Plastic Plates 
Ogram. re ‘the preceding fiscal year. 


= split schedules, to abide by the|broadcast service. One other FM} ° 
Stations Pool ruling, the stations will use a coop-| station, W57PH, operates in the! Will Save Copper, 


trang. -« Sales Corp. to ° erative plan of broadcast rotation. | area, but is not participating in the 
Uris Programs, Time 


nphas * One station will be on the air|plan. It was the first plan of sch! WPB tud how 

Narket, Expand Advertising from 3 p. m. to 11 p. m. daily; each | nature to be proposed to FCC. S Y S ; Ss 
basic » Uris Sales Corporation, New PR shag rr D. C., March a= station will have one regular day —--——-—- PR eg Paden, b> yee a 
iN has re anufacturer of military in-| Four Philadelphia frequency modu-|for its programs, and remaining) * . ‘ s . ’ crronyuc 
@s and b — service jewelry, has|lation stations have conceived a | days will be rotated among the four | Sports Afield Reduces copper  &. a essential 
ers, t, launched an extensive advertising| pooled program plan which is going | participants. Daily announcements | Over-all Page Size tg pare through the increased use 
le ang campaign featuring the wrist “em-|to be given—with the Federal Com-|of the schedule will be broadcast) Effective with the June issue, |° as — plates, a study 
S with bracelet,” a new creation in service | munications Commission’s blessing | and printed. Sports Afield will reduce its trim | CO” ee? = eo ad sma divi- 
them iewely. _—a 90-day tryout. ; Wartime necessity for conserving|size from 853 x 11% _ inches to | oecl ue 4 this = o uction Board 
Public * Ppusiness papers are being used| Under the commission’s action,| materials and manpower was cited|8/; x 11% inches. This will not '— y° ‘el = coy we ee 
currently, with full pages in a list|the Pennsylvania Broadcasting|as the reason for the plan, which | affect the non-bleed size of pages, n Pages ee sat 2 a, © 
ably of general magazines, including|Company (W49PH), WFIL Broad-|also entails pooling of spare parts|or of other space units. | ogee ne Pith a Pp + lage re 
W its Esquire, scheduled for May or June | casting Company (W53PH), WCAU |and equipment to be distributed to| Preference for space will be ac-|'™ *@% "ts wa Ph rin ers, replacing 
eco. <sucs. Newspapers, not yet selected, | Broadcasting Company (W69PH), each station as the need arises. corded to those who have been con- | COPPEF= —_, electrotypes used in 
€ in. will further augment the campaign,|and William Penn Broadcasting} While service areas of the stations | sistent advertisers, but every effort |50M€ © gore ng _job and 
1 M which will run through January.|Company (W73PH) will be able to|do not coincide, all four stations | will be made to allot space to new. |e atade. — : ‘aot —_— 
Weiss & Geller, New York, is the| waive Section 3.261 of FCC rules|cover Philadelphia and its immedi-| comers. A new rate card, No. 12, | fhe study shows that plastic 
ven: onan: and regulations. Instead of oper-|ate environs, and the 17,000 homes | has been issued. plates are now satisfactory for short 
yeay agenc} |runs (i.e., up to 50,000 impressions), 
'from flat plates, and predicts that 
|'development will shortly make the 
plates practical for longer printing 
runs. Tests are now being con- 
ducted to determine the extent to 
which the plates may be used in 
curved applications, such as rotary 

presses. 

Among plastic plate advantages, 
besides conserving copper, are: (a) 

. lightness—a plastic plate weighs 
only one-eighth as much as a simi- 
lar electro of copper, and is ob- 
viously more economical to ship; 
(b) adaptability—the plates have 
proved successful in making dry 
stereotypers’ mats, and the Ameri- 
can Newspaper Publishers Associa- 
tion published a study recently on 

! this development; (c) re-use—the 
| material can be reclaimed by the 
plastic composition manufacturer 
after the plates have served their 
purpose. 

The plastic plate is, however, a 
duplicate plate, and an original of 
copper or zinc, a line cut or a type 

i | form is necessary. Copies are struck 
off a plastic matrix. The United 
% States Government Printing Office 
oH makes, uses and buys plastic plates, 
and there are numerous sources of 
3 plates in New York, Illinois, Ohio, 
‘ of 1942 with a newsstand sale of 71,971 at 25 cents. Alabama, Michigan, Tennessee and 
The February, 1943, issue of this magazine sold in Wisconsin. 
. excess of 125,000 (estimated) at 25 cents, and with 
; the change of price with the April issue to 10 cents Fb —" my snr 
the circulation of Rear Conressions will undoubtedly Ayer 1ce- resident 
Pare Granville E. 
; ‘ Toogood, who has 
: Real Romances catches women's fancy ee 
eget Bla yer Son, 
Because of the steady rise in the economic sig- Philadelphia, 
nificance of the woman wage earner during the past since 1925, has 
year, an additional Hillman romantic-story magazine, — te py 
Rea Romances, was placed on the newsstands early and assistant to 
this year. With sales records necessarily still incom- the president. 
plete, Reat Romances achieved an indicated sale of Pin gag ga 
- 272,846 copies for its first issue, dated February, 1943, good was in 
‘ie 4 and is showing a substantial circulation rise with its newspaper work 
aie -eS ' issue for March. in Philadelphia, 
er VA 7... . and he is the 6, E. Toogeod 
ale = - Movieland a smash hit at newsstands author of several 


. novels and short stories. 
lass MoviELaNp was also added tothe Hillman Women's 


Real Story and its record newsstand growth Group early this year, under the editorship of Ruth 


WFMD Joins CBS 


By 1941 HittMan Periopicats felt that the job of 


establishing its properties in the Men’s Group and 
the mass book field was completed, and started on 
its Women's Group. Reat Story, published Novem- 
ber, 1941, sold 156,157 copies with the first issue. 
[he growth of this magazine has been remarkably 
consistent. The February, 1943, issue sold an estimated 
495,125 copies—an increase of 217%. 
Here is a record equalled by few magazines even in 
hese days of mass market sale. Every copy of this 
arly half-million circulation is purchased volun- 
rily at the newsstands without ballyhoo or sub- 
ption effort. Each sale is induced solely by the 
‘torial desirability of Reat Srory. 


Real Confessions joms group—grows fast. 

With young women—war workers, office workers, 
me-makers—flocking by thousands to the news- 
inds to buy Reat Srory, it was natural for Hillman 
» add a second magazine appealing to this mass 
itket. Reat Conressions was first published in May 


Fe ee dl i ee 


Waterbury—noted movie-magazine editor, formerly 
Editor of Silver Screen, Movie Mirror and Photoplay, 
and Movie Editor of Liberty. 

MovieLanp’s first issue, dated February, provided 
unusual confirmation for the Hillman belief that a 
great market awaited a movie magazine edited for the 
intelligent picture-goer. A complete newsstand sell- 
out in most cities, February Movietanp, with a 
200,000 circulation guarantee, sold an estimated 250,- 
000 copies. Its March issue, selling out even more 
rapidly in many cities, promises a circulation of 300,000. 


1,000,000 CIRCULATION GUARANTEED 


Today the Hitman Women’s Grovp offers a circu- 
lation guarantee of 1,000,000—with promise of a 
substantial bonus. At the low basic rate of $1.65 per 
black-and-white page per thousand, it can produce 
unusual advertising results for the manufacturer of 
drugs, cosmetics, toiletries, apparel, foods, cigarettes 
and other products in demand by the pocket-rich 
younger women of America. 


HILLMAN PERIODICALS, Jnc. 


HILLMAN PERIODICAL BUILDING, 1476 BROADWAY, NEW YORK 


'126 Sunset Boulevard, Los Angeles, Cal. 


333 North Michigan Avenue, Chicago, Ill. 


Station WFMD, Frederick, Md., 
has joined the Columbia Broadcast- 
ing System as a_ special supple- 
mentary station available with the 
basic network. WFMD operates full 
time with 500 watts power on a 
frequency of 930 kilocycles, and 
maintains studios at Westminster 
and Hagerstown, Md., and Hanover, 
Pa., in addition to its main studios 
at Frederick. 


GAZETTE 


“BLANKETS (OWA'S RICHEST MARKET” 


_ THE CEDAR TE 
Publishes MORE Paid 


_ Advertising than any _ 
_ other Iowa newspaper 
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Routs Out Farm Scrap 


To the Editor: We thought you 
would like to hear the story of the 
advertisement enclosed, which ap- 
pears to be riding the crest of the 
wave in rural communities from 
coast to coast. 

It seems that over 80% of the 
salvage scrap is coming from the 
farming communities. Knowing this 
to be true, the Allis-Chalmers 
Tractor Division sought a new way 
to help speed up the flow of farm 
scrap. Their answer was this adver- 
tisement which they asked their 
agency — Bert S. Gittins Advertis- 
ing, of Milwaukee—to prepare for 
the salvage section of the War Pro- 
duction Board. Its aim was to help 
in the tough job of routing out scrap 
in hibernation for the winter. 

Hearty approval of the advertise- 
ment by R. A. Crosby and Eric 
Marks of the War Production 
Board’s farm salvage section started 
the ball rolling. Allis - Chalmers 
offered to furnish mats or electros 
in any of three sizes to anyone 
wishing to publish the advertise- 
ment, either over a single signature 
or a group of signatures. The na- 
tional salvage organization of the 
War Production Board was notified 
immediately and reprints of the 
advertisement were sent to all state 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


_MONUMENT OF SCRAP 


The Boy Who 
Wasnt Passed 
the Ammunition . . - 


LET'S BUILD OUR BOYS 
A MONUMENT OF SCRAP. . IN THE WINTER SCRAP HARVEST 


Seen, oe nee ema: tem and ted rap be 
1 tr bree we ced et Se seally tev a eve ot 
oo Gem wo come eiety tome 


ee Ty 
ee ee tee 


A grim reminder of what happens when 
the ammunition isn't passed makes a 


advertisement for the winter scrap har- 


dramatic appeal in this Allis-Chalmers | 


I have watched this modest fellow, | 

Who, with naught of noise and bel- 
low, 

Always sold me, made me see the 
light of day. 


Though his subject smacked of 
thunder, 
Lending thoughts of blood and 
plunder, 


He has sold me in his quiet, gentle 


way. 


7° F | 


‘Applied Psychology | 

To the Editor: Re: the Ad Man’s | 
“Nature of Advertising Knowl. | 
edge:”’—Assuming a knowledge of | 
high school grammar, I believe the | 
greatest opportunity to increased 
skill for the creative worker lies in | 
the mastery of formal psychology— 
particularly applied psychology. 

Advertising is an applied psy- 
chology, being a science dealing in 
human emotions, habits, fears, hopes 
et al. It can become only as exact 
a science as psychology—which is 
admittedly not too exact itself. 

The only exact laws to be applied 
to it, however, must be drawn from 
psychology — or if you wish, a 


knowledge of human nature. That 
knowledge rarely comes at an early 


a 


age unless through a study of text- | Rep. Thomas G. Burch, ch; 


irme 
book psychology applied to adver- | of the House post office arq — 


tising. jroads committee, and it pr Vides 
Incidentally, I enjoy his column|that the various governmen;,| de- 
very much. |}partments, agencies and | reaus 
J. B. GALLAGHER, | will be required to pay postage on 


Kenneth B. Butler & Associates, 
Mendota, Il. 


az me 


Good $1 Goods: $1.50 


To the Editor: How’s this one? 
It appeared in the News, Lyons, | 
Kan. 

“We're Sorry, Folks. 

“Those thumb indexed Webster | 
dictionaries have gone up again—to | 
$1.50. A little bigger but we don’t 
blame you if you hold onto your 
money and stay ignorant. Still, if 
you want a good $1 dictionary for 
$1.50 we got ’em for sale. Lyons 
Publishing Company.” 

A. E. PALMER, 

Adv. Mgr., Santa Fe Trailways, 

Wichita, Kan. 


’ 


official mail matter that now 
/being handled by the Posi Office 
| Department without charge. 

It will be remembered tha: qy,. 
| ing 1942 such penalty mail handjeg 
| without revenue to the Post Office 

Department increased 34.9 
number of pieces and 55.9” 
weight, over the 1941 figure. Dy. 
ing the fiscal year of 1942 the Pog 
Office Department records showeq 
this loss of revenue to have 
$45,000,000. 

Certainly this amount should no; 
be absorbed by the business maj 
users, and if the Post Office De. 
partment was paid for this service 
the annually recorded deficit woulq 
be wiped out. Inform your Cop. 
gressmen and Senators of your posi- 
tion and interest in favoring thi 
bill. 

If Bill 2001 is enacted, there wij) 
be no necessity from any point of 
To the Editor: We direct your view of raising any postal rates 
attention to a bill which has re- | You are pu ces urged to in- 
cently been introduced in the House, | *O'™ nr ot lane — an Con- 
regarding postal affairs. The sub- | Bree — vee ee Seeerment 
ject involved is of such major im-|° ”! 
portance to you and to all business 
mail users, that we have reproduced 
the bill for your careful considera- | 
tion. 

Bill HR-2001 was introduced by 


In 
In 


i een 


. © 


Urges Backing of 2001 


S. F. Kirsy, 
Chairman, Postal Rate, Regula- 
tion and Legislative Committee, 
National Council on Busines: 
Mail, Chicago. 


chairmen. 

Requests for mats and electros 
for use in local newspapers began | 
pouring in, and are continuing to 
be received in volume. The adver- 
tisement was fortunately timed to 
coincide with the national effort to 
keep scrap salvage from lagging as 


vest. Bert S. Gittins Advertising pre- 
pared the copy. 


in the farm market for the war 
period, in preparation for postwar 
sales. 


Wo. S. STINSON, 


the long winter wore on. A new| Advertising Manager, Oliver 
wave of interest in the urgency of, Farm Equipment Company, 
the Winter Scrap Harvest is now, Chicago. 
beginning to be felt all over the}, aes 
country. Adverteasing 

Of its own accord, the Allis-Chal-| 7. the Editor: How about a 


mers Tractor Division has sent| name for the wartime copy that 
proofs of the advertisement to local |whets your desire for products or. 
weekly and daily newspaper editors | commodities which a postscript then | 


all over the country, to all state | tells you are “out” for the duration. 
press association offices and to 


| My suggestion: “adverteasing.” 
nearly 3,000 Allis-Chalmers dealers, | JOHN CULLINAN, 
confirming the offer to furnish mats! Director of Copy, Kane Adver- 

or electros gratis to anyone wishing _tising, Bloomington, III. 


to sponsor publication of the ad. vv, 


The offer still holds good, we are | Solace for Admen 
told. No credit line is necessary. To the Editor: Make room, if you 


Requests may be addressed to the . : : 
Allis-Chalmers Tractor Division, | (Am "i ine paper tor i oe 
Advertising Department, Milwau- Stewart, “poet laureate” of McPher- 


kee, Wis. son, Kan. Stewart is a sales groom 
for the famous Flying Red Horse in 
one of the Kansas provinces. 

When poet Stewart gives vent to 
verse the attached is a good ex- 
ample of what happens. 

Mr. Conner Tunstall, advertising 
director for White Eagle division, 
Socony-Vacuum Oil Company, Kan- | 
sas City, Mo., served as the inspira- 
tion for author Stewart in this case. | 

You may find that “wartime wor- 
ried” admen of your realm will 
find some small measure of solace 
in the euphonious eulogy of these 
| laudatory lines. 

MERRELL Boyce, 

Compton Advertising, Inc., | 

Kansas City, Mo. 


| 
| 


CARL STODDARD, 
Bert S. Gittins Advertising, 
Milwaukee. 
,Y 


Current Farm Copy 


To the Editor: We have noticed 
on several occasions references to 
methods of presenting company ad- 
vertising in annual reports to stock- 
holders. 

Perhaps you will be interested in 
the reasons which have prompted 
the inclusion of advertising in the 


| ay | 


War necessities outweigh all other considerations, and 
Champion’s first job is to provide pulp and paper for 
the manufacture of products needed in winning the 
war. Yet paper is essential also to civilian industry 
and business, whose survival is vital to our future 


# 


OpE TO AN ADVERTISING MAN 

| While I’m still a kid at meetings, | 

| Not a master with my greetings, 

Yet, I want to tell you how a sales- 
man feels, 

Sg | As he sits through days of talking, 

7 eecgelll In his soul a threat of balking; 

i ee It’s a marvel that his buttocks ever 

{ heals. 


economy. Business must plan now for postwar activi- 
ties, for Government says private enterprise is expected 
to supply jobs for all who want to work. 


“ie, 


The paper industry cooperates fully with government 


agencies in conserving critical materials and services. 
A MIGHTY FORTRESS (S OUR LAND! 


Y 
: 


Through the years which have been 


inte, oy Within the limitations established, Champion strives 
Meeti Zs, >t Ss, ‘er assl , . . . . 
ie “dee sents aie dave to meet all demands that war is making upon its facil- 


| always held my ears. 
Not the ones who talked of selling, 
Nor the loud ones who in yelling, 
Always told us of our credits 
| through his tears. 


ities; and further, supplies all it can to busi- 
ness to help maintain the sound American 


= economy which the world finds so necessary. 
STURDY 1st wono ron OLIVER «But the speaker most entrancing, 


With the subject dancing, prancing, 
Oliver annual report for 1942, a| Was the gentle one, the advertising 
copy of which is enclosed. man. 

Four of our current series of farm Now, to me, his plans inspiring, 
paper advertisements are repro- Found me ready, aiming, firing, 
duced in the latter part of the re-| Saw me climbing on the advertising 
port. This was done for two reasons. van. 

First—to indicate that the manage- 
ment has adopted policies which 
will help our dealers and farm cus- 
tomers to operate as efficiently as 
possible under present government 
regulations of the farm equipment 
industry, and under war conditions. 

Second—that the company has 

determined to maintain its position 


THE CHAMPION PAPER AND FIBRE CO., Hamill 


With a rare but moral story, MILLS AT HAMILTON, OHIO... CANTON, N. C. ... HOUSTON, TEXA® 


Just a dash of oratory, 

I relaxed and then I listened with 
my might. 

There was music in his madness, 

Though his face reflected sadness, 

Not a doubt but that this gentleman 
was right. 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bon*, Envel 
and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS.« CI! 
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* Newspaper Association; Charles P. 
Newspapers Tied |Manship, president of the Southern 
T r beers mag OE ecg Tengen 
ranston illiams, New York, gen- 
Into yng Y - eral manager of ANPA; W. M. Bes. 
4 |kerville, Hearst Publications; Frank 
Drive at eeting |E. Gannett, president of Gannett 
Washington, D. C., March 24.— | Newspapers; Roy D. Moore, Canton 
yewspapers were tied into the sec-|O., vice-president of Brush-Moore 
ond war loan drive here this week | Newspapers; and H. W. Stodghill, 
fter prominent members of pind pe craggy we manager of the Philadel- 

‘ourth estate held a conference with | phia Bulletin. 

- ary of the Treasury Henry | Government 


representatives at 


nrseobae lthe conference included Gardner 
4 goal of the meeting was a| Cowles Jr., domestic director of the 
i 


Office of War Information; James 
C. Rogers, OWI; William M. Rob- 
bins, former General Foods vice- 
president, who will handle _ the 
drive, and Stuart Peabody, adver- 
tising director of the Borden Com- 
pany on loan to the Treasury for 
the promotion. 


omprehensive program for _news- 
saper and advertising participation 
n the war financing drive. 

Among those present were: Wal- 
ter M. Dear, publisher of the Jersey 
Journal and president of the Ameri- 
an Newspaper Publishers Associa- 
‘ion; John S. Knight, head —— 
Newspapers and vice-president of P LEO 
the American Society of Newspaper | Joins Advertising Inc. 
Editors; Basil S. Walters of Minne-| fawin J. Miller Jr., formerly with 
apolis, secretary of ASNE; Edwin S./|the advertising department of the 
Friendly of the New York Sun,| Richmond News Leader, has joined 
Chester J. LaRoche, president of} advertising Incorporated, Rich- 
Young yp one hg Reggae mond, as vice-president and man- 
Noyes 0 ’ "9 “| its ; inaon 2 
senting the Advertising Council. oa Se ee ee apes 


P ment. 
Other newspaper officials were | 
gk. H. Abels, Outlook, Lawrence, . 
Kan., president of the National Edi- | Daniels Promoted 
torial Association; A. C. Hudnutt,| E. B. Daniels, formerly assistant 
Elyria, O., president of the Inland|to the president, has been named 
Daily Press Association; O. G. An-| vice-president in charge of sales of 
irews, New London, Conn., presi-|Criterion Advertising Company, 
ient of the New England Daily New York. 


Dallas Stores 
to Open Drive 
in ‘Women’s Wear’ 


| 


| Dallas, Tex., March 24.—Twenty- 
|four manufacturers and wholesalers 


|here have opened an advertising 
campaign in Women’s Wear Daily 
to focus national retail attention on 
|this city as an important market 
for fashion merchandise. 

Designed to maintain the good 
| will of retailers, advertisements will 
/appear in a special editorial section 
|of the paper once a month, devoted 
to news of merchandise offered 
there, as well as news of merchan- 
dising and promotional activities of 
stores in this area. 

Initial Dallas market section ap- 
peared today, consisting of 16 pages 
and a salute to the market from 
seven of the leading stores. 


‘American Druggist’ 
Modernizes Format 

American Druggist has com- 
pletely revamped its editorial for- 
mat coincidental with reducing its 
page size. 

Four color cover, departmental- 
ization, and liberal use of inside 


designer J. Walter Flynn, who has 


ord, Asia, Click, Financial World, 
| Pic, and the Street & Smith group. 


color are among the steps taken by | 


recently restyled Architectural Rec- | 


Varied Copy Angle 


Keynote of Fats 


Salvage Drive 

New York, March 24.—This year’s 
fats salvage campaign will employ 
nearly 15 different copy approaches 
in keeping with a formula of high 
frequency appearance and small 
space advertisements, Wilder Breck- 
|enridge, account executive at Ken- 
yon & Eckhardt, told ADVERTISING 
| AGE today. 
| The initial insertion featured the 
|cartoon technique, while second in 


| Hitler,” signed by “An Ameri- 
'can Housewife” who outlines the 
| procedure for accumulating and dis- 
posing of waste grease. 


Problem Arousing Women 


The most formidable problem at 
‘the present time is arousing the 
millions of women, who are thor- 
oughly aware of the drive, into ac- 
|tive conservation, asserted Mr. 
| Breckenridge. For this reason copy 
‘is highly dramatized and to the 
| point. 
| Reviewing a survey on the effect 
|of last year’s campaign, Mr. Breck- 
enridge pointed out that: 

1. 92% of the people knew about 
ithe effort; 

2. 83% 
converted 

3. 74% 


| 
| 


realized fats would be 
into explosives; 


were familiar with all 


the series boasts a direct letter to| 


i 
- ‘aa’? 


Listen, Mr. Hitler:' 


You don't think guch of us 
vomen — and you're doing everything 
you can to turn us inte slaves. 

Because of that, I'm doing 
Something that's going to set 
You back on your heels — and 
quick! Every day I save at least 
& tablespoon of waste kitchen 
grease. In Germany, your spying 
Gestapo forces women to 4o 
this, beating thes up or sending 
them to concentration camps 
if they are caught not turning 
in waste fats. 


In America, our government 

asks us to save our waste grease 
| of our own free will. We get 
| the cooking good out of it — sure. 
i Then we pour it inte a can and 
rush it down to the seat dealer. 
What's more, he pays us for it. 
We're doing this because fat 
makes glycerine and glycerine 
makes gunpowder — to blow you 
off the face of the earth! 


ju bnsiosteont 


(approved by the Wa Production Board. Pad jor by industry, 


= tae ae > 


Various copy approaches are being used 

in the new fats salvage drive which is 

employing frequent insertions of small 

space advertisements. Kenyon & Eckhardt 
is the agency. 


the steps involved; 


4. 59% actually saved their 
| waste grease, and 
| §. Only 31% eventually turned 


‘in their drippings. 
| During February housewives con- 
{tributed 8,586,000 pounds of the 
| 200,000,000 pounds of fats expected 
|from them by the end of 1943. The 
|Army accounted for 60,000,000 and 
the Navy for 11,500,000 pounds. 

To meet the enormous task ahead, 


‘only 10% of total glycerine require- 


'ments will be 


18. 


allotted for civilian 
manufacture, beginning April 1. 


Buffalo Chapter Formed 
The newly-formed Niagara Fron- 
tier chapter of the National Indus- 
trial Advertisers Association was 
presented with its charter by Her- 
bert V. Mercready, NIAA president, 
at a meeting held in Buffalo March 
Howard M. Robins, publicity 
manager, J. H. Williams & Co., is 
president of the new Buffalo group. 


KEEP POSTED 


ae 


ORDER NOW... NEW 1943 
Standard Advertising Register 


In these days of rapid fire shiits, the new 
1943 Standard Advertising Register and 
Service will keep you abreast of these 
changes. 

The Register lists over 11,000 national 
and sectional advertisers. It gives the 
executive personnel of each including 
advertising manager, sales manager 
buyer of printing. It shows the agency or 
agencies placing the account, territory 
covered and types of media used. In fact 
it gives all information necessary to effec- 
tively solicit the advertiser or agency 
either by mail or in person 

7 . 7 


THE AGENCY LIST — issued three times 
a year, April, August and December. A 
dependable source of infor- 
mation on 1600 advertis- 
ing agencies with their 
personnel, recognition 
and the 30,000 clients 
they serve. 


NATIONAL REGISTER 
PUBLISHING CO., Inc. 


330 W. 42nd SI. . : 
New York Ch 
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ADVERTISING AGE 


Canadian Board Runs 
Informative Copy 


Board, Ottawa, to inform consumers 
of the requirements of the rationing 
regulations, is running copy in daily 
and weekly newspapers throughout 
Canada. The initial copy dealt with 
butter, sugar, tea and coffee coupons 
and “The Canning Guide.” 


Bireley’s to GF 


Bireley’s, Inc., Hollywood, Cal., | 


manufacturer of fruit beverages, has 
become the Bireley Division of 
General Foods Corporation. Frank 
W. Bireley, founder of the company, 
will be general manager of the new 
division. 


a a a a a a ae aes 


« To create public x 
* opinion favorable * 
* to your business... * 
. wee 
* CHOOSE THE * 

LEADER IN =<. 
® tHe susiness : 


FIELD... 
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Advertising Men 


The Wartime Prices and Trade | 


veloped by “down-to-earth” food 
advertising and merchandising men. 
Council Coordinates Plans 


The new nutrition campaign has 
been developed by close collabora- 


Give Basic Slant 


to Diet Education 


Food Industry 
Seeks to Change 
Consumer Habits 


with the Office of Defense Health 
and Welfare Services and the De- 
partment of Agriculture. Creative 


the Advertising Council. Distribu- 
‘tion of the nutrition program will 
continue through the channels of 
‘the Grocery Manufacturers of 
America. Jack Rees of Harold H. 

New York, March 24.—The na-|Clapp & Sons has directed the pro- 
\tion’s food marketers have should-| gram for the Advertising Council, 
ered major responsibility for im-| with Benton & Bowles volunteering 
| proving the eating, food buying and | its agency services. 
|meal-planning habits of the nation, The 1942 “eat nutritious foods” 
| despite critical wartime food short- | slogan, considered unintelligible to 
|ages, through intensifying and sim-| most housewives, will be changed 
plifying the government’s national to “U. S. Needs Us Strong—Eat the 
nutrition program. |Basic 7 Every Day.” 

Advertisers who last year in- | All foods important to a balanced 
cluded government-approved nutri-|diet will be divided into seven 
tion messages in an estimated $40,-| groups in an official food chart, 
000,000 of advertising, are expected | which will be the cornerstone of 
to equal or better this mark during consumer advertising as well as 
1943, despite demands made upon | point-of-sale merchandising aids. 
them for support of the govern-| The seven groups of food to be in- 
ment’s food production, farm man- | cluded in each day’s menu will ap- 
power, Victory gardens, and point pear in the food chart. They are: 
rationing programs. | Group one—Green and yellow 

Principal change in this year’s | wegetables some raw, some 
national nutrition program will be | cooked, frozen or canned. 
abandonment of the “ultra-scien-| Group two—Oranges, 
tific” slant of professional nutrition-| grapefruit . . 


tomatoes, 
. or raw cabbage or 
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* Tacoma News Tribune 


Consider this! 


more! 


MORE RETAIL advertising. 
than the Tacoma 
178,850 lines more! 


Times 


percentages of All Tacoma 


Drug Stores: 


Women’s Shoes: 


Electrical Appliances: 


Women’s Clothing: 


In Tacoma, Retail 
Advertisers Choose 
the News Tribune 


In 1942, The Tacoma News 
Tribune, daily and Sunday, carried MORE 
RETAIL advertising than the Tacoma Times’ 
TOTAL in all classifications—394,394 lines 


In 1942. The Tacoma News Tribune carried 
evening only, 
total 


In 1942, the News Tribune carried these 


age in the indicated classifications: 


One sure way to judge the effectiveness 
of any advertising medium is to check 
RESULTS. Local, on-the-spot adver- 
tisers do this. They know where they 
get their business — and they advertise 
accordingly. 


display— 


retail line- 


Study the Tacoma News Tribune's 
LOCAL advertising record, and you'll 
know the BEST way to reach Washing- 
ton’s Second Market — a market that 
is exceptionally good TODAY and will 
continue to be good long after war- 
time conditions have passed. 


95% 
92% 
91% 
84%, 


(EWS TRIBUNE 


REPRESENTED 


New York Chicago 


Kansas City 


NATIONALLY BY LORENZEN & THOMPSON, INC. 


St. Louis San Francisco Los Angeles 


ists, and substitution of a factual |salad greens. 
consumer information approach de- | 


| 


| 


tion of the Office of War Information | eggs . . 


planning has been coordinated by enriched or restored. 


March 29. i943 


—— 


OPA Chief's Boos; 
to Press Keynotes 
ANPA Promotion 


New York, March 23.—<, 


Group three—Potatoes and other 
vegetables and fruits . . . raw, dried, 
cooked, frozen or canned. 

Group four—Milk and milk prod- 
ucts . fluid, evaporated, dried 
milk or cheese. 

Group five—Meat, poultry, fish or | > ‘ 
. or dried beans, peas, nuts|mMonial by Price Admin 
or peanut butter. Prentiss Brown, dramatiziy, 

Group six—Bread, flour, and cer- | role of newspapers in educat 
eals . . . natural whole grain—or | Public on point rationing, ¢ 
jthe latest promotional ady\, 

Group seven—Butter and fortified| ment released by the Bure 
margarine with vitamin A| Advertising to newspaper m¢ 
added. of the American Newspape; 

The program developed by the|lishers Association for use j; 
Advertising Council called for|0Wn columns. — 
identifying each group by a domi-| “No finer single service 
nant color: green for group one, | interest of the American pub!\. ja, 
orange for group two, etc. at point|been performed during thi: 
of sale and in advertising. This|than the splendid handling | 
plan was abandoned because of the | nation’s press of the OPA proc 
use of red, orange, blue, and other foods rationing program,” 
colors in OPA’s point-ration books. | Brown wrote in a letter to Ediry 


| equipment, 


Will Stress Industry Program 


While the basic chart will be em- 
phasized in all forms of advertising, 
it is expected that advertisers will 
use a great deal of ingenuity in re- 
lating the nutrition program to the 
shifting food supplies as revealed 
by OPA’s ration points in such 
rapid-production media as news- 
papers and radio. 

Increasing emphasis will be 
placed this year on the Nutrition in 
Industry program, which recognizes 


that three meals each day must in- | 


clude an adequate supply of nour- 
ishing, hot meals for workers on the 
job. 
Manufacturers of _ institutional 
including such com- 
panies as Servel, Westinghouse, and 
General Electric, are expected to 
give the industrial program a heavy 
push through business channels. 
Labor organizations and trained 
government nutrition specialists will 
cooperate in the expanson of the in- 
dustrial nutrition program, with 


graphic aids in plant cafeterias and 


nearby restaurants playing an im- 
portant part. Three steps include 
expansion of in-plant feeding facili- 
ties, education of workers, and com- 
munity cooperation in strengthening 
the means and facilities of eating 
places surrounding industrial plants. 


Olian Appointed 


Waldorf Paper Products Com- 
pany, St. Paul, and B. F. Nelson 
Company, Minneapolis, have ap- 


pointed Olian Advertising Company, 


St. Louis, to handle a paper con-| 


servation 
City area. 


campaign in the Twin 


| Publisher, which is reproduced 
| the advertisement. 

| “Newspapers are going ahea: 
|steam, to the end that Ame: 
}can continue to be the best infor; 
population in the world, des 
wartime handicaps,” the pric: 
ministrator said. 


| War Appeals Gain 
in Outdoor Art 


| * 
In 
| New York, March 24.—Poster: 
|devoted to the war effort and war- 
| time appeals integrated in the prod- 
juct copy of many advertisers fea- 
ture the 1942 edition of “100 Best 
Posters,” annual compendium of 
prize-winning designs published }: 
Outdoor Advertising Incorporate; 
First award is the “Hot Dawg!” 
poster for Heinz tomato ketchup, 
drawn by John DeLooy under the 
direction of Maxon, Inc. Second 
and third awards went to Procto: 
& Gamble Company for Ivory soap 
‘and Standard Oil Company (Ohio) 
for Sohio X-70. 
The “100 best” posters were orig- 
inally selected for the 13th annual 
exhibition of outdoor advertising art 
in Chicago last November. 


Joins New York Subways 


| John K. Dunn and Charles M 
|Hall have joined the sales staff of 
|New York Subways Advertising 
Company. Mr. Dunn was former); 
'associated with the research depart- 
/ment of Outdoor Advertising Incor- 
porated. Mr. Hall was formerly 
/national sales representative for Thy 
New Yorker. 


WAPI non- 
completes FY)" MAINT 


Each and every month since January, 1938, national advertisers 
have purchased more than twice as much spot time on WAPI 


as on the two other Birmingham stations combined! 


Stop record 


During February, 1943, (the 62nd consecutive month) national 
spot quarter-hours in Birmingham were distributed like this: 


Ask Radio Sales why WAPI is this unfailing first 
choice of experienced advertisers. 


WAPI-BIRMINGHAN 


CBS NETWORK. Represented nationally by Radio Sales: New 
York, Chicago, Los Angeles, St. Louis, San Francisco, Charlotte 


as 
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NEW PRODUCT Two Join Buchanan ‘Facts on File’ As the publisher says, “The year- 2-6; Dear, Tripp urge U. S. war ads 
= | John M. Cunningham, formerly | books yok. — rahe prose Td 4-22; Lord & Thomas dissolved, Las- 
‘copy chief of Blaine - Thompson ‘in one volume and give the reader | ker retires 12-28.” 
| Sombane and Donahue & Foor bee 1942 Yearbook a detailed, documented picture of| The 1942 yearbook sells for $20. 
joined the staff of Buchanan & Co., I P b s the world scene for the year. With |A subscription to the weekly service 
|New York. William J. McHale, for- S ru lished a yearbook the reader can discard | is $25. 


|merly with the advertising depart-| New york. March 24 his clippings, texts and digests, for | went 


| vertis The 1942] a glance in the ind bles hi F 
ments of Columbia Pictures and/|« z : - ong a glance in the index enables him to arn Heads Faw 
| Seema Brothers, has joined the Facts on File Yearbook,” including | find any event in the news section Ste F cett 


; ; 74-page annual index, has been ickly and easily with loss Public Relations 
lagency’s co department. a (4. = |quickly and easily without loss of 
Gancy oy Sey pone ry gg On herig > 41 E. | time.” Allen Stearn, for the past two 
. 2n -- New York. The book con- The index is especially carefully | years with the New York Subways 
E Kennedy Joins CBS tains, in a substantial cloth binding, | handled, enabling speedy reference, | Advertising Company as editorial 
seystans give thle ready -tomoee ae ' oa Margaret Kennedy, formerly as-|all of the weekly issues of the pub-| and including a descriptive listing| and research director, has been ap- 


sistant to Lester Gottlieb, publicity | lication’s weekly index and synopsis 
director of Mutual, has been ap-|of world events, and should be a|and the page (including the position | Fawcett Publications. 

pointed supervisor of press informa-| valuable addition to the reference|on the page) where the item may Mr. Stearn was also associated 
tion for Columbia Broadcasting Sys- | libraries of schools, libraries, news-| be found. Incidentally, the adver-| with the publicity and public rela- 
| tem’s Latin American network.| papers, radio stations, magazines | tising man finds “advertising” cov-| tions companies of Steve Hannigan, 
| Miss Kennedy replaces Wilbur Mar-|and others who have need of ajered with the greatest succinctness |Tom Fizdale, Inc., and as publicity 
| cus, who resigned to do war work| quick, handy digest and index of | in this fashion in the index: director for Philco Radio & Tele- 
| for Polaroid Corporation, Boston. 1942 events. | “Advertising — West gets medal) vision Corporation. 


of the event, its date of occurrence, | pointed public relations director of 
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Pillsbury Flour Mills Co. introduced its | 
new pancake mix with this 840-line news- | 
paper copy in four markets. 


Pillsbury Tests 
Wheat-Soy-Rice 
Pancake Mix 


Minneapolis, March 25.—Pills- 
bury Flour Mills Company has 
launched a test campaign for its 
new wheat-soy-rice pancake mix, 
using newspapers, radio and car 
cards in four widely-separated mar- 
kets. The product also is being ae : MER > ACRE : ie Bh Hee 
introduced in four other markets Mico ” Rte ae fe fie Pe Stipe Fee oben ie OS RE see 
without benefit of advertising. 5 vs Gu Rome he tng: SS, yea OE RES 

Initial mewspaper copy of 840 cane S33 : sg OT gel, 
lines announced the pancake mix to a ee sra styl ici 
“optics ~~ WHAT RADIO STATION HASA FARM | 

Pa.. Duluth, Minn., and Springfield, 3 eed 


lll. The test is to continue for 10 cee 


2. 


weeks. 


Yes ; . J Saku 
Soybeans are credited with giving ghee ; iat 
svoenssu'*  QUDIENCE WITH AVERAGE INCOMES OF - 
and extra nutriment and the adver- aioe Rie 
tisement adds this timely note to! Pea iE . i F nes : 
housewives: “Soybeans are highly a rv 
recommended by home economists | Kee ’ 
and nutritionists as a source of pro- | 
tein—especially now when there’s a | 
shortage of meat. Soybean proteins 
ipproximately equivalent in 

sality those of cheese or meat.” 
rhe product is designed to sell at 
| 

} 

| 


Ps 


14 cents in the 1%-pound package; 
with two packages for 25 cents in 
supermarkets. 

McCann-Erickson handles the - 
count. 


Procter Electric Series 
Aids Treasury Drive 


In cooperation with the Treasury | 
war saving staff retailer’s program, | 
Procter Electric Company, Philadel- 
phia, has launched a new campaign » 


oe er PE 7X SCS SS 
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The series, whose theme is the | =— 
question “How many war stamps | - 
with your change?” was written by | . — — ~ 3 ene 
C. E. Vining, Procter’s merchandis- 
ing manager. It will continue in- | 
definitely. 


ay 


GETTING there first with the most dollars is sound selling strategy. Alert 


to work on: 


GHQ's on the national advertising front are training their sights on the and they have ready cash to spend. The 
| : lowa farm plant will remain in high gear 
rich, prosperous 1'/4-billion dollar lowa farm market. They have the long after Hitler and Hirohito bite the 
| answer to that $6400 question . . . and it's red-hot news! lowa farmers dust because the job of feeding the world 
major magazine | had an average income of $6400 in 1942 (according to figures just released will rest squarely on their shoulders for 
° 8 . | ; 4 years. Thus, the income in the WMT area 
advertising promotion by lowa State College agricultural economists). That's a smashing 37% will remain stable . . . population shift will 
| gain over 1941. During this same period costs lagged behind, showing an be of minor importance . . . a situation 
. ° 
| increase of only 15%. The result: A 22% increase in farm purchasing much different from that which may de- 
| velop in highly industrialized war produc- 
| power! tion centers. You can step into lowa now 


rs * i. and throw your Sunday punch without the 
nightmare of shifting markets and post-war 
economic question-marks. 


campaigns to run in newspoa- The lowa farm market outranks all others And as the production of these essentials 

pers, vertical and horizontal as your 1943 sales objective because here continues to soar, lowa's average farm The lowa farmers you sell on WMT 

trade papers, direct mail, bro- the basic food essentials . . . the beef. income surges steadily higher at a faster today will have the money to buy your 

chures, presentations, etc k d dai ene ' clip than that of most other states. product tomorrow. And they will still be 
e Mag ea a oe listening to their favorite lowa Station on 

Weite us your complete story | have to win the War and the Peace .. . lowa farmers need your products now lowa's Best Frequency, WMT, on 600 


; ; are produced in the greatest quantity. to help in the Food-For-Freedom battle, _ Kilocycles! 
in your first letter— education, 


experience, draft classification, 


salary requirements, etc. 


BASIC COLUMBIA NETWORK 


CEDAR RAPIDS aa 


5000 Watts Day and Night» 600 K.C. 


ss A COWLES STATION 


L =a 
a , 
+ 
ss 
. 
j 


Allapplications will be ke pt 


in strict confidence. 


7 WATERLOO 


Box 4028, Advertising Age, N.Y.C. 


ae Represented by the Katz Agency 
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26 ADVERTISING AGE 

Frederics Extends Marketing Association 

Ca . f I Meets Late in April 
mpaign or ts | The American Marketing Associa- | 

Tru-Curl Process 


The Diary of an Ad Man 


| tion has scheduled a special war- | 


time conference on war and post-| 

New York, March 23.—E. Fred-|Wwar marketing problems Thursday, | 
erics, Inc., manufacturer of perma-| April 29, and Friday, April 30, in| 
nent waving machines and supplies,| New York. 
has begun an extended advertising The sessions will replace the joint 
campaign featuring its exclusive| meeting with the Allied Social Sci- | 


Tru-Curl Process. Advertisements | ence Societies, canceled during De- | 
are appearing currently in motion|cember because of heavy military | 
picture magazines in full-page full-| traffic on the railroads. Members | 
color units. ; | have been asked to adjust their New 

Beginning April 4 a list of about) york business trips to coincide with 
90 newspapers in key cities across | 


- ; the April meeting to reduce un- | 
the country will get the spring| pli dons . 


campaign under way, with full two- | necessary travel. 
column advertisements scheduled. oS ee 

This will be further augmented | Hardy to Foote, Cone 
during the fall season when a long © ies Diidin fine tele thie Bin 
list of women’s fashion, service and| _,** ">" a ? * C & 
general magazines will pani! adver- | Hi gle Rng co 
halt roy Fo Ryans, Ba ‘company | executive on the Southern Pacific 
has doubled its 1942 advertising ap- | Company account. For the past 10 
propriation. ,years Mr. Hardy has been with J. 

H. W. Fairfax Advertising Walter Thompson Company, first in 
Agency, New York, handles the ac-|Chicago and later on the Pacific 
count. | Coast. 


pe Mie i acrid, eee 


(Offetal U. S. Naty Photograph) 


“ Gunapotis of be Gir” 


This diary embraces the observations and reflections of one of America’s 
most prominent and widely known advertising men. It is presented in 
ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 
direction” of any kind. The author is glad to receive comment, but can- 
not answer letters, except as he may find it appropriate to do so through 


the column. 


March 15. Busied myself with the final 
details of getting off my income tax report, 
and then sat up late solacing myself with 
an intriguing book called “Life in a Noble 
Household 1641-1700.” It shows how the 
first Duke of Bedford got and spent his 
income, down to the last pence. If our 
income tax reports called for the same 
kind of detailed report the country would 
probably revolt—but we would have the 
greatest body of marketing data possible 
to secure. 


March 16. Interested to note the ap- 
pearance recently of institutional and 
financial report advertisements from two 
proprietary medical houses. In the days 
when Earl Reeve was the star salesman for 
The Saturday Evening Post in the West he 
used to refer to certain kinds of promotion 
as “confidential advertising.” By this he 
meant advertising which might be highly 
effective as a direct selling tool, but which 
failed to build any over-all reputation for 
the company. Medical advertisers, by and 
large, have always hewed to this line; but 
every man yearns for some kind of public 
recognition sooner or later. 


March 17. In came a client with his 
bowels in an uproar because a competitor 
had been allowed to make some exag- 
gerated claims in a recent publication. 
Such things, of course, are worth keeping 
an eye on, and making proper protests 
about. But in the long run I always think 
Willie Hoppe had the right idea. When 
somebody asked his manager how it was 
that Willie always won his matches, the 
answer was: “Willie is always playing 
billiards, while his competitors are always 
playing Willie.” 


March 18. Heard on good authority that 
the Army is barely keeping up with its 
need for blood plasma. This modern 
miracle is saving so many lives on the 
battlefields that I began to wonder why 


cated that most people shrunk from the 
idea because the simple procedure they 
would have to go through was unknown. 
When this was explained, specifically and 
in detail, their squeamishness tended to 
disappear. To get a man to do a thing, 
let him see himself doing it. 


March 19. The incredible fact that 
America, the nation of plenty, can be 
short of food, is now coming home to 
every man’s table. Six months ago I 
heard one of the leaders of the food indus- 
try warn a group of top people in Wash- 
ington that this would happen, but they 
paid no attention to him. Now we are in 
for it, and probably Secretary Wickard, as 
Food Administrator, will get the blame. 
But the truth is that this is another case 
of divided responsibility—-Manpower Com- 
mission on farm labor, WPB on farm ma- 
chinery, OPA on price controls, and Army 
and Lease-Lend on purchasing policies. 


March 20. Went to see Helen Hayes in 
her new part as Harriet Beecher Stowe. 
When I got home, could not rest until I 
had searched out a yellowed copy of “Uncle 
Tom’s Cabin,” given me in 1896 by a long- 
forgotten teacher. Found I remembered 
the story clearly enough, but had not been 
conscious of the way it was interlarded 
with discussion and denunciation of the 
slave traffic. Badly written though it is, 
here is one of the most influential tracts 
ever produced, and we advertising men can 
learn something from it. 


March 21. (ON THE NATURE OF AD- 
VERTISING KNOWLEDGE) What about 
Prestige—that intangible quality which is 
over and above merit or authority, and is 
so valuable to a product or company when 
secured? What are the ways in which 
advertising can help build it? There is 
a story about Lord Chesterfield which is 
suggestive. “Walk down the street with 
me,” he said to a socially ambitious young 
man; “it will make your fortune.” Thus, 


AT PENSACOLA, FLORIDA 


| IS IN WWL-LAND 


and so are 10,000,000 customers from five different states 


more people, including myself, had not 
contributed their pint of blood. Made a 
little first hand investigation which indi- 


perhaps, do certain kinds of testimonials 
work—transferring prestige by association. 
But here is a whole field for study in itself. 


‘Depictor’ Tells Renews Transit Medium | Heinz on Blue Net 
The O’Sullivan Rubber Company,| The H. J. Heinz Company, Pitts- 


Ad Council Story | Winchester, Va., one of the oldest | burgh, will sponsor the Baby Insti- 


Philadelphia. March 23 . |advertisers to use car cards and|tute in a 15-minute broadcast ove! 
*hiladelphia, March 23.—A Pic- | platform posters on New York’s/\a limited number of Blue Network 
torial review of advertising’s war- 


- a |subway ; levated lines, as | stations starti il 5. ro- 
a tiie Geebeeies the newest | 22 way and elevate ines, has| stations starting April 5. The | 


“|? : i ‘ me : begun a_= substantial advertising | gram, directed by Mrs. Jessie Stan- 

neal 3 ent of the “Depictor,” published | campaign for its O’Sullivan heels| ton, authority on child care, will be 

| by Edward Stern & Co., Phila-| on the city’s three rapid transit sys- | aired at 10:30 a. m., EWT, and will 

i delphia printer. a Poe ner tems. John Freiburg, Advertising|be heard on a_ five-day-a-week 

ied Describing the “first advertising| @ Sales Council, Inc., Winchester, | schedule. Maxon, Inc., New York, 

. mobilization in history,” the presen-| ya handles the account. handles the account. 
tation refers to the Advertising 
, Rey Council as the core of the effort and 
; ea: ¥ Sr” . asserts that the scope of its work | 
Paes Hee "New Orleans gives “conclusive proof of the vital | 
bord, ai <. function of advertising in our demo- | 
. cratic society.” 


The brochure, printed by the Op- | 
tak process, uses a series of dra- 
matic illustrations to portray the) 
impact on the civilian economy of 
advertising geared to official war 
themes. The background and op- 
erations of the Advertising Council 
are described in detail. 


Task Calls for All Hands 
“It is no small-scale war that ad- | 
. — — , vertising is waging on the home 
NO OTHER STATION for hundreds of |front,” says the ow By Se o teed 
miles can compete with WWL’s 50,000 that has indulged in extravagances, | 
watt, clear channel signal. For com- 


conquest of waste and elimination | 

of frills are being achieved by unit- 

plete coverage of the prosperous Deep | ; : me | 
South, vou need- 


THREE STATES AWAY from New 
Orleans, yet the Naval Air Training 
Center at Pensacola, Florida, is in 
WWL’s primary listening area! Just one 
more example of how WWL blankets 
the Deep South. 


‘ing in a common purpose a people 
proud of its individualism. The 
task calls for every battalion that | 
the Advertising Army can muster. 
|Accomplishments during the past 
|year are only a prelude to the 
|greater campaigns to come. 

| “America is aware that, having 
}encouraged through years of peace | 
jthe growth of advertising, it has 
|created a weapon for wartime use 


ac hed equal to the occasion and now en- 
Gets Cosmetic Account 


‘ NE ra OR ; S listed for the duration.” 
ne — Company, St. 
souis, é act f Liquid} 

50,000 WATTS—CLEAR CHANNEL Stocking, has appointed Kelly, 


: |Zahrndt & Kelly, St. Louis. Plans | 
The Greatest Selling POWER in the South's Greatest City : : 


include use of magazines, news- 
CBS Affilicte—Not'l Representatives, The Katz Agency, Inc. 


MOST POPULAR STATION 
IN THE WEST 


_ CLEAR CHANNEL STATION oe 


\ 4 + é 


OF LOS ANGELES 


Sande ©. Qribhony, ne 


N. B.C. AFFILIATE a, EDWARD PETRY & CO., National Representatives 


~~" 


/papers and business papers, as well | 
as window and counter displays. 
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— . Carnation Co.—Net profit for|31, 1942, after all charges including | for 1942, $18,058,136; for 1941, $17,-| 
dvertisin Wins 1942, $2,742,655; for 1941, $2,564,450. | federal and state income and excess | 128,104. Issues New Sales Helps 
Real Silk Hosiery—Net earnings | profit taxes, $203,756; for 1941,| Pet Milk Company—Net earnings Standard Accident Insurance 


Plough Millions 
of New Users 


New York, March 23.—A 66% 

cales increase during the past five 
years has enabled Plough, Inc., 
proprietary and cosmetic maker, to 
expand advertising schedules in all 
markets, Abe Plough, president, de- 
clared in the company’s annual re- 
port for the peried ending Dec. 31, 
942. 
By reason of our national adver- 
tising we have won millions of new 
regular users for our products dur- 
ing the past five years, and are con- 
fident our sales have now achieved 
a nation-wide momentum. which 
should assure their maintenance at 
satisfactory levels regardless of 
what postwar adjustments the fu- 
ture may hold,” said Mr. Plough. 

Net profit for the year ended De- 
cember 31, 1942, totaled $403,845.45, 
compared with $279,581.59 for the 
same period in 1941. 


G. E. POSTWAR PLANS 
REVEALED IN REPORT 


New York, March 23.—The Gen- 
eral Electric Company has set aside 
a total of $17,000,000 as a reserve 
for postwar adjustments and con- 
tingencies, the company’s annual 
statement reports. Net profits for 
1942 totaled $45,081,458, compared 
with $57,197,499 for the like period 
in 1941. 

Through long-range planning ac- 
tivities, General Electric hopes to} 
formulate a definite program which 
will permit the full utilization of 
facilities and manpower in supply- 
ing the postwar demand for its elec- 
trical goods and services, said the | 
report for 1942, signed by Owen D. | 
Young, chairman, and Gerard 
Swope, president. 

Decca Records—Net profit for | 
1942, $806,143; for 1941, $781,050. | 

Square D Co.—Net profit for 1942, | 

769.195; for 1941, $3,104,343. 

Champion Paper & Fibre — Net | 
profit for 1942, $478,802; for 1941, | 
$839,746, | 

Van Raalte Co.—Net profit for) 
1942, $778,025; for 1941, $921,728. | 

Pacific Mills—Net profit for 1942, 
$2,200,995, for 1941, $2,696,750. 

Colgate - Palmolive - Peet — Net. 
profit for 1942, $5,383,595; for 1941, 
$6,604,891. 

Crosley Corp. — Net profit for 
1942, $1,931,659; for 1941, $1,493,135. | 
Republic Aviation—Net profit for 
1942, $1,105,061; for 1941, $781,119. | 
United Fruit—For the fiscal year 
ended January 2, 1943, net profit | 
$11,934,582, compared with $15,442,- 
608 for the fiscal year ended Jan- | 
uary 3, 1942. 
Western Electric—Net profit for | 
1942, $7,548,394; for 1941, $18,427,- | 
536. | 
Western Union—Net profit for 
1942, $9,354,442; for 1941, $7,366,240. 
United Drug—Net profit for 1942, 

52,301,230; for 1941, $2,527,424. 

Melville Shoe Corp.—Net profit in 
1942, $2,582,863; for 1941, $2,924,275. 

National Cash Register—Net profit 
lor 1942, $3,136,652; for 1941, $3,- 
257,446. 

Phelps Dodge Corp.—Net profit 
‘or 1942, $14,051,569; for 1941, $14,- 
106,746. 


Which advertsing paper 
has the most advertising 
agency subscribers ? 


for 1942, $26,208; for 1941, $351,438. 

Electric Auto-Lite—Net earnings 
for 1942, $4,078,569; for 1941, $5,- 
866,211. 

Norwich Pharmacal Co. — Net 
earnings for 1942, $729,763; for 1941, 
$788,013. 

Beech-Nut Packing — Net profit 
for 1942, $2,634,680; for 1941, $2,- 
709,090. 

Hewitt Rubber Corp.—Net income 
for 1942, $442,543; for 1941, $396,- 
304. 


| $412,559. 

Anheuser-Busch—Net income for 
1942, $6,439,818; for 1941, $6,780,- 
492. 

Phillips Petroleum—Net earnings 
for 1942, $13,129,458; for 1941, $17,- 
436,977. 

Revere Copper & Brass — Net 
profit for 1942, $1,749,374; for 1941, 
$4,066,616. 

International Nickel — Net earn- 
ings for 1942, $33,301,829; for 1941, 
$34,356,401. 


Thomas J. Lipton—Net profit for 
1942, $353,819; for 1941, $175,516. 

Wm. Wrigley Jr. Co.—Net profit 
for 1942, $6,519,523; for 1941, $8,- 
090,413. 

E. L. Bruce Co.—Net income for 
the six-month period ending Dec. 


Standard Brands—Net profit for 
1942, $15,733,503; for 1941, $14,224,- 
125. 

Remington Arms Co.—Net profit 
for 1942, $3,354,024; for 1941, $3,- 
058,839. 

J. C. Penney Co.—Net earnings 


for 1942, $1,452,000; for 1941, $1,- 
496,000. 

American Brake Shoe & Foundry 
—Net earnings for 1942, $2,991,458; 
for 1941, $3,194,872. 


Issues Baby Book 


Better Homes & Gardens, Des 
Moines, has announced publication | 
of a new 256-page Baby Book on| 
prenatal and child care, written by | 


|Company, Detroit, has just mailed 


to its agents a special wartime edi- 
tion of its catalog of advertising and 
sales helps. First made available to 
agents in 1940, the catalog contains 
many suggestions for developing 
business in wartime through the use 
of the various forms of advertising, 
particularly direct mail, of which it 
lists over 100 separate pieces, in- 
cluding folders, inserts, self-mailers 
and other forms. 


Gladys Denny Shultz, director of | 
the magazine’s child care and train- 

ing department, with a foreword by | Take New Quarters 

Dr. Morris Fishbein, editor of the General Business Publications, 
Journal of the American Medical | publisher of Plastics and Resins In- 
Association. The book will be sold | dustry, has moved to 415 Lexington 
through book and department stores|Ave., New York. The telephone 
at $2.50 a copy. |number is MUrray Hill 2-0779. 


>< 


ON SHIPS 
War demands have lifted the lid on Oregon’s treasure chest of natural 


resources. Great as are these demands, they barely expose the peace- 
time opportunities that are here for industry to develop. Oregon has 
one-fifth of the nation’s standing timber. Oregon’s mines are yielding 
wonders for the geochemist. Sendo, steel, plywood, plastics and 
chemicals are industries that Oregon is ready to serve, right here at a 
water-level gateway to a New Orient. 


ADVERTISING AGE E ! 
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We are contented workers. 60% of all Oregon fami- 
lies OWN their homes. Our children have never seen 
a slum. Our superb highways lead to nearby fishing 
streams, beach resorts and winter playgrounds. We have 


“IN THINKING OF OREGON 
—make no little plans!” 


OREGON IS SOLID! Its people earn, spend and save in terms as big 
as the rich area in which they live. Using our 100,000 square miles for 
elbow room, lumbermen, farmers, fishermen and miners live prosperous 
lives in partnership with Oregon’s natural resources—perpetual benefits 
that Oregon protects—benefits that industry in Oregon will always have. 
Here where raw materials are adjacent to 41% of the nation’s potential 
water power, the westward march of industry will achieve new peace-time 
greatness. Oregon is ready for your BIG plans. 


ROBERT S. FARRELL, Jr. 
Oregon Secretary of State 


OREGON POWER 


Take heart in Oregon's war-promised foods. In this state a crop failure 
is unknown, Oregon’s fertile soil and long growing season produce 
ractically every fruit and field crop native to the temperate zone. We 
ave the hare stockyards west of Chicago. Most all filberts and 50% 
of the hops come from Oregon. We produce 23,000,000 bushels of 
wheat a year and Portland is one of the three foremost wheat export 
cities in the United States. 


IN THIS 100TH YEAR... since the establishment of Oregon’s 
provisional government, The Oregonian enters its 94th year of serving 
its readers. Businessmen who have products or services that help 
Oregonians live better today and tomorrow, will find these Oregonian 
readers alert and responsive. They are the leaders you must reach to 
get your BIG plans set in Oregon. 


The Great Newspaper of the West 


THE OREGONIAN 


PORTLAND, OREGON 


Crack-Pot Political Schemes never have a chance 
in Oregon. We are proud of this! Here in our state the 
“Initiative and Referendum” procedure was created 
and developed—since adopted by nearly every other 
state in the Union. Oregon’s political stability protects 


one of the highest health ratings in the United States. 


individual opportunity—keeps our future dynamic 
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1942 Spending 
Hit Peak, But 
Goods Dwindled 


Washington, D. C., March 24.— 
Americans, conscious that 1942 was 
a boom year, can now look back 


and see just how big a boom it was. | 


During the first war year, con- 


sumer expenditures for goods and | 


services reached the record level of 


$81,900,000,000, the Bureau of For- | 


eign and Domestic Commerce, De- 


| steps are taken in the fields of price 


partment of Commerce, 
this week. 

The nearly 82 billion-dollar figure 
represented a 10% increase over 
1941, the previous high point, al- 
though the amount of increase, $7.3 | 
billion, was less than the $8.9 billion | 
/jump scored in the previous year. | 
The expenditure bought almost as 
much goods as in 1941, too. 

This was possible because of the 
|high maintenance of many civilian 
goods .and services and large inven- 
tories, and because a smaller quan- 
| tity of goods was produced, in some 
cases, but of higher average quality 
‘and price per unit. 


Consumers Spend More 

Interpreted, however, it means 
|that consumers spent 10% more in 
/1942 to maintain a slightly lower 
| Standard of living than they had in 
| 1941. They succeeded only in push- 
| ing up prices for the same or a 
|smaller quantity of goods. 

Peering through the glass darkly, 
the bureau sees in the future: rising 
|}incomes and rapidly shrinking sup- 
|plies and services. Unless effective 


reported | 


control, rationing and fiscal policy, 


Postwar 


Foresee Marketing Changes 
of Petroleum After War 


Marketing of petroleum products 
along the eastern seaboard may be 
changed materially after the war as 
result of the projected large diam- 
eter oil pipe lines from the Texas 
oil fields, reports Oil Jobber. Con- 
trary to widespread opinion, pipe 
line engineers maintain that pipe 
lines can compete favorably with oil 
tankers on cost basis. They esti- 
mate that a 24-inch pipe line can 
transport oil at an average cost of 
20 cents per barrel from Texas to 
the New York harbor area as com- 
pared to a cost of from 25 to 40 
cents per barrel by tanker steamer. 

% a ue 

A plan for occupational rehabili- 
tation of soldiers is now being con- 
sidered by the Army. The proposal 
includes appointment of guidance 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


prices per unit. 


it warns, consumers will continue to| officers who will interview, test, 
spend more of their higher incomes | and counsel service men in terms of 
for fewer units at constantly higher | education and employment after 


Planning 


a recent postwar planning «,,; 
_ ence sponsored by the Ind), ‘rial 
| Corporation of Baltimore. Co, f 
| the talk are available in }, 23 
form. é 
x * * 


, gaged in Army personnel classifica- 
| tion or assignment or as Army psy- 
chologists will be selected for the 
work of postwar guidance. 

% * ye 


To prevent an overload of plumb- 
ing supplies on the market after the 
war, Roy E. Belyea, Toronto, presi- 
dent of the Canadian National As- 
sociation of Master Plumbers and 
Heating Contractors, has suggested 
that plumbing installations now be- 
ing used in non-permanent wartime 
dwellings be assigned to reconstruc- 
tion uses overseas. This, he sug- 
gests, would create employment for 
returning service men to replace de- 
pleted stocks for home use. 

ue oe h 

The one unique element in the 
postwar situation is that practically 
every manufacturing business will 
be starting a peacetime program 
from scratch—or near scratch—at 
the same time, declared S. Duncan 
Black, president, The Black & 
Decker Mfg. Company, in discussing 


their demobilization. Men now en- 


“Postwar Planning Methods” before 


x x FOR 1d YEARS 
WESTGATE SEA PRODUCTS 


he traveled with... 


was judged by the company 


YOUR ADVERTISING WILL BE 
IN GOOD COMPANY...IN 


TRANSIT ADVERTISING 


Slacks are too comfortable ey... ;, 
be discarded by women afte, +)... 
war, says Vera White, styli-; 
Brown Durrel Company, writi: 
Knit Goods Weekly. Likewis 
market will hold up for ank\ 
the stores promote their 
properly, she asserts. 


a oo 


The Construction and Civi] o>. 
velopment Department of 
Chamber of Commerce of 
United States, Washington, has ; 
pared a bibliography on post 
planning. 

American Builder says: “The. js 
something in the argument _ 
prefabrication and ‘mass housin 
in general will get a terrific bl: ch 
eye out of war housing. In fact, 
public reaction to many of the Somme 
ing jobs is already so critical that 
reputable private builders don’ 
want their firm names in any way 
connected with the phrase ‘war 
housing’.” 

* * 

If the street car systems of the 
country are to maintain their war- 
gained advantages, they must re- 
habilitate their properties with the 
newest type equipment as soon as 
such equipment is again available, 
and in the meantime sell their rid- 
ers on the advantages of this new, 
modern transportation service, says 
Claude L. Van Auken, editor, Mass 
Transportation. 


Brand Loyalty 
Strong Among 
Telephone Users 


New York, March 24.—Better-in- 
come housewives who buy by brand, 
|rather than price, have changed 
their buying habits little under ra- 
|tioning, a current Time survey 
/ reports. 

A blind questionnaire was sent to 
an alphabetical selection of names 
/in telephone directories in Austin, 
Tex.; Chicago; San Francisco; Ta- 
coma, Wash.; and Wilmington, Del. 

The survey revealed that 74.5% 
|of the telephone subscribers favored 
| point rationing—80.2% believed that 
|rationing should be announced 
when it begins, not in advance 
| Fully 84.6% reported that they are 
|continuing to buy their favorite 
| brands, disregarding price rises and 
|availability of cheaper brands. 

Predicting their future plans 
|under rationing, 29% of the tele- 
|phone subscribers said that they 


Oak ae |would “take any brand available,” 
have continuously and successfully oe ranch eee, OS saeen vas $O8NF, ico te po geen ~~ rf Bae Pot 
ns -. Davie py Tie CORNET g con tPAcees arent o buy “the same brands,” an ‘ 
used Transit Advertising to build a P . transit everson of Me ; hat i been mace te | reported that they would seek to 
e ust om, mg markets. Aig: BRAND TOM ort Pom 8 urchase highe de brand A 
quaner of 1G hes D 5° >» ~e erri tory aft ip g r grade ranas. d 
national market for their famous ‘Feet Ae ance of mee tne BURTALSS uy wae oF ST parallel poll was directed to Tim 
brand of ‘BREAST O’ CHICKEN’ Tuna perait % vuare omtin gee tm 19 Orr o sare, Go. © | Subscribers. 
. P “se ; anenced 08% ay ete o Pe wertising © 
Transit (car card) advertising has long since We OPLELMS on Of CUE Seg, ao Nate meter in ate 
. . a es . oy a . Ar , n nae veer 
ceased to be an experimental medium. For Bar novels CUFAME OF ney of S11vetre i ustesth cM ga to Uo" Named Sales Manager 
building and maintaining a national market, ge veieve gna of eh Ting BREAST Sy unten Muest Fe et ge = — has been ap 
° ° natere eous i *” were aR. oe et snee** ra | pointe easter Sales ) 
transit cards offer the only medium that com- very segande of ober ttt ane Sher fact 4 a 2 


bines so many advantages. Every day and every 
night—transit cards pleasingly present your 
product with all the appeal of the natural color 
of your package. 

Transit cards ride with your customers to 
point of purchase . . . are the last advertising 
appeal before purchase is made. 

Circulation in the Pacific Coast war industry 
cities now averages nearly 100% increase. Your 
message in transit cards will be in good com- 
pany. Your inquiry is invited immediately — 
there is only a limited amount of space available. 


Pacific Coast Transit Advertising Representatives 


FIELDER, SORENSEN G DAVIS 


be ee San Francisco 


Pee ke eee Los Angeles 


|Sigmund Ullman Company, a di 
| vision of General Printing Ink Co! 
/poration. Mr. Kiefer has been as 
| sociated with Sigmund Ullman fo 
| 14 years in various capacities. 


HARWOOD HOYT FAWCETT..... » « « San Diego 
TRACTION ADVERTISING CO. ..... . « Salt Lake 
PACIFIC N.W. TRANSIT ADVERTISING .. . Portland 
© 1943 
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For Rate Information. See Standard Rate and Data Service. 
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on fifi Vif | poner ok —— to maintaining Fgirchild Publications ‘Names Gerth-Pacific Ardiel Agency Named 
oa Compe l ion l a 1. The world must have no to Boost Ad Rates Progress Lumber Company, Red-| Ardiel Advertising Agency, To- 


a j lw ; /ronto, has b g int . W. 
let more wars. Display advertising rates in the wood City, Cal. has appointed |ronto, has been appointed by W 


ned iaihdial Hick & Sons, Lindsay, Ont., seed 
2. All peoples of the world) ; > 13 ,|Gerth-Pacific Advertising Agency, | ’ isay, * 
to Sound Postwar |sioui'ha.22itie Yonatiunty S| Paty News Ren etatine Home| sen rranci, for averting at | compery to handle its sdvertang 
' live peacefully and gain prosperity | Daily will be increased from three |Merner-Built prefabricated green 

~ through institutions of their own 


M hoi to ten per cent, effective June 1. | houses and poultry equipment. Set ABP Meeting Date 
cnoice. The increase, averagi bout 6%, 
o Economy, Says NA 3. Machinery should be estab- : vee: pg hw ze 


a The spring conference of the As- 
has been attributed to steadily ris-| Hagarty Appointed |sociated Business Papers will be 
the lished through which the nations of | ing costs, and is the first boost in| T. A. Hagarty, who has repre- | 


ch 4 Bates an ot he al | held at Skytop Lodge, Skytop, Pa., 
, +e * e world can Maintain oO y PO- | advertising rates since 1929. Pub-| sented the company in Toronto and | May 24-26. 
. Elimination of litical and economic relationships. & : ; ae i roe d 


‘ lishing costs are about 20% higher | western Ontario, has been appointed | 
Monopoly Urged in than a year ago, the publisher as-|as sales promotion manager of 


Bosely Joins Maison serts. | Brigdens, Ltd., Toronto engravers. 
48-Page Report A acl | 
Wallace B. Bosely has joined L. G. R 

he Maison & Co., Chicago, as space| Estes Joins WHN Field Joins WABC 

ue New York, March 26. — Only by buyer and production manager. He| Bernard Estes, formerly with Sta-| John Field Jr., formerly sales | 
pres throttling monopolistic tendencies | 2.5 formerly in the service depart-|tion WINS, has been appointed| manager of WPTF, Raleigh, N. C.,| 

ar and encouraging competition in the| ment of Lord & Thomas and later | director of special events and public|has joined the Columbia Broadcast- | 

domestic field after the war, will it | production manager of Erwin,|relations of Station WHN, New|/ing System as a member of the 
be possible to maintain a progressive Wasey & Co., Chicago. | York. |WABC sales department. 
© Is economic system, the National As- 

at sociation of Manufacturers main- 
sing’ tains in a 48-page report by its 
lack postwar committee, comprising 92 
leading industrialists. 

To insure a steady flow of vital 
war materials it has been necessary 
to clamp down on business enter- 
prises and restrict competition, but 
when the emergency is over and 
there is a healthy demand for vari- 
ous and sundry goods, society will 
be benefited by vigorous business 
competition, declares the report. 

Postwar monopoly must not be 
permitted to undermine the eco- 
ble nomic system by levying excessive 
nid prices on the consumer or ruthlessly 
oa beating down pale, shaky prewar 
save business coming out of the darkness 
Lass into the sunlight, the committee 

7 points out. 


Must Not Be Public Detriment 


“Technically, one has a monopoly | 
whenever he is in a position to con- | 
trol the price of what he has to| 
sell,” says the report. “The mere | 
existence of this power to control | 
the price, however, is not the only | 
consideration. The significant ques- | 
tion is whether the power is used | 
to the detriment of the general | 
public. There may be monopolistic | 
practices in a given field, even when | 
none of the individual producers | 
involved is a monopoly.” 

The report points out, for ex-| 
t to mple, that a group of producers, | 
mes none of whom is in a monopolistic 
oe position, may agree to hold up| 
Ta- prices or divide the market so that 
Del. competition is efficiently erased. A 
5% concerted price war to drive a new- 
comer out of a particular field so 
hat as to boost prices beyond a competi- 
tive level is also a form of mo- 
nopoly. 

The NAM report contends that if 
government will provide the proper 
economic and social “environment” 
by constructive action in this and 
other fields, business, agriculture 
and labor will have stamina enough 
to shoulder their responsibility for 
providing full employment. 
ey Under “external requirements | 
ah for prosperity,” the postwar com- 

) mittee, headed by S. Bayard Colgate, 
A chairman of the board of Colgate- | 
Palmolive-Peet Company, sets up| 
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Vy), (reate that mood—and your sales x 
/ tory GETS OVER with the great 
‘'% who work with their hands. 
llere at WDZ we've been success- 


‘ully creating that mood for 21 
ears, 


‘trict “DIRECTIONAL PRO. . 
‘,RAMMING”—that’s what it is! i 
‘lany largest advertisers and agen- 
j ies have bought our time, put us 
0 work—and extended NA- 
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AL PAPER COMPANY 


New York, N. Y. 


INTERNATION 


220 East 42nd St. BUY MORE 


WAR BONDS 


TING 
PAPERS FOR PRINTING AND CONVER 


Let us show you some examples of 
vhat “Creating the Right Mood” 
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“"-WARD H. WILSON CO., Representatives 
New York, Chicago, Hollywood, Seattle 
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206,154 Listener Letters in One Year! 
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“and shoes, costume jewelry 
| ture, and pianos. Industri: 
/such as machinery, heavy ch, 
coke, tin cans, leather, pap, 


HOW 1939 WHOLESALE TRADE WAS SPLIT 
NET SALES /939 #55,265,640,000 


are sold for the most pz ‘td e 

vr By TYPE OF ESTABLISHMENT OR OPERATION |users, only small. portions ici," 

OSsItION O Olesaiers handied by wholesalers and 1° 
-—-- Assemblers (Mainly anally many commoditi 

: 1 , demand for out-of-season goods de- farm Products) : Odities flow 

Little Likelihood of | veloped, wholesaling became a nec- | eee seca. CRaRARls, wart 


_through wholesalers, a part 

output short-circuits wholesa 
retailers, and a part goes di: 
users without passing through 
trade channels. This grou 
cludes rubber tires and tub: 


essary part of economic life and the | 
| wholesaler took over. 

Wholesaling may be said to have 
“come into its own” with the ad- 
vent of the industrial revolution, 
with mass production and specializ- 
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Drastic Changes in 
Function Foreseen 


By JOHN ALBRIGHT 


7 - Manutacturers' Sales 


jo es ; - - | ment, heating applia Sé 

The progress of civilization may | ation of labor. Each new invention tS Offices (Without Stocks) ing suaiiie. tae “aa =? nb- 
be measured by the development of | that results in a greater degree of ort a, lhicles. and paints and varniche. 
wholesale trade. Contrary to the | Specialization or greater output per | ervice and Limited YxX\ | products that ave pon ae 
belief of many, wholesaling was|!aborer in a factory, in a mine, or | Function Wholesalers Pal | well as consumer use. The abo: | as 
fairly well developed in the pre-|0n a farm; each improvement in = — 


-~#Manutacturers’ Sales 
J Branches (With Stocks) 


transportation—land, water, or air | 
—and communication; each new 
discovery of natural resources; and | 
each improvement in industrial or- 
ganization increases the need for 


}are intended only to be suggestj, 
not complete or exhaustive. 
Contrary to the belief of many 
there are few rapid shifts from one 
channel of distribution to anothey 
Food products do show a long ryy, 
tendency to “short-circuit” the con. 
ventional type of wholesaler. Ready. 
made clothing which is sold for the 
most part direct to retailers tends tp 


Christian era and has stood the test 
of time and competition for well 
over 2,000 years. When trading be- 
came more than local, when pro-| 
ducers began to find markets for | : Fase ‘ 
their products beyond their imme- | wholesaling activities. It is small 
diate retail area, when consumers| Wonder then that wholesale trade | 
acquired a taste for products of dis- was complex and highly developed | 
tant or foreign lands, and when the | in the United States at the start of | 
World War II. 


Wgents and Brokers 


Wholesale Trad 1942 pe oo me — for 1 ememade” 
olesale Trade in 2 clothing—cloth formerly sold prin- 
MAILING SERVICE ite tas Seles ty tine a GS Establishment or Operation Net Sales, 1939 % of Total | cipally by wholesalers. Chemical. 
complete measure of wholesale United States Total “PTS RT LUPE EE TUR CLEC $55,265,640,000 100.0 and paper goods manufacturers 

Multigraphing a Filling - in | tommie fee tee country oe af toe tat Service and limited -function wholesalers.... 23,641,924,000 42.8 have gone in more for wholesaling 
peacetime year, 1939, taken for the Manufacturers’ sales branches (with stocks). 8,846,940,000 16.0 their own products. Over a period 

Addressing — Mimeographing | eee 3 Meaoge Manufacturers’ sales offices (without stocks) 4,679,262,000 8.5 of time, independent wholesalers 
e fray ® | Census of Business in 1940 through PB “ “9 ters 

a personal enumeration of every es- etroleum bulk stations and terminals*..... 3,807,908,000 6.9 have yielded ground to manufac- 

THE LETTER SHOP, imc. | tablishment or place of business. At Pe EE I ook kw Ph aw haws ces eeeses 11,201,035,000 20.3 turers’ sales branches on the one 
431 8. Dearborn St., Chicage Wab, 8655 the beginning of this war, there Assemblers (mainly farm products)......... 3,088,571,000 5.5 | side and to direct selling to retailers 


'on the other, In general, however, 


\the distribution pattern remains 
| fairly constant—a moving equilib- 
| rium. 


*Sales include taxes. 


Chart |, based on material supplied by the Bureau of the Census, showing whole- 


sale trade in 1939, by type of establishment or operation. Changes Are Relatively Slov, 


In the retail field, chains have 


| were roughly 200,000 wholesale es- 
| tablishments in the United States, 
| divided as follows: 110,000 whole- 
|salers of the more or less conven- 
| tional type commonly called “whole- | 
| salers”; 40,000 manufacturers’ sales 
branches and petroleum refiner bulk 


oped, and some because the limited| _.. oe a 
number of producers could not hope | ee ee ae ae ee 
to contact all retailers—are sold} 8 , oe hs 


oie ee . | growth, at least for the time being 
primarily from plant to independent | Certain minor types of stores such 
wholesalers or jobbers, only minor) as manufacturer-controlled chains, 
portions going to retailers or direct | direct selling (house-to-house), con- 


- to users. Goods typically sold by |sumer coo eratives and the like 
| stations; 21,000 35 006" « and — manufacturers through their own| have sate maid gains in terms e 
f Age fH oe adie gee ma wholesale branches include meats,| their own accomplishment, _ but 
tablishments amounted to $55,266,- biscuits and crackers, soaps and!many of these specialized types 


000,000 for the year 1939, divided as 
shown in Chart 1, which accompa- 
nies this article. 

Clearly shown in this chart is the 
fact that service and limited-func- 
| tion wholesalers—wholesalers more 
| or less independent in ownership— 
/are the dominant type, doing 43% 
| of the total business, while less than 
| nae that volume (20.3%) flows 
| through agents and brokers, the 
/ next most important group. 
| Geographic distribution of the 
200,000 wholesale establishments is 
|shown in the accompanying table, 
| from which concentration of whole- 
| sale businesses in states with very 
large cities is quite apparent. In 
fact, wholesale trade is characteris- 
tically a big city phenomenon. Al- 
most one-fourth of all the whole- 
sale business of the country is 
| transacted in New York City alone. 
| Chicago is second of the wholesale 
centers with 744% of the country’s 


With this issue ADVERTISING AGE presents the second of a series 
of authoritative articles discussing the distribution system as it 
has been affected by the exigencies of war, and as it is likely to 
emerge in the postwar period. No similar period in history has 
created such disruptions of the normal distribution pattern, and 
none has been more pregnant with possibilities for drastic 
change. To explore what has already happened te, distribution, 
what is likely to happen in the immediate future, and what may 
finally emerge in the postwar period, is the object of this series. 
Over-all distribution problems will be discussed first, to be fol- 
lowed by authentic, factual pictures of distribution changes in 
individual lines of business. In this second article, written by 
John Albright, chief statistician for business, Bureau of Census. 
effects of the war on wholesaling are analyzed. In the third 
article, to appear April 12, the over-all retail picture will be re- 
viewed, The initial article in the series published March 15, 
reviewed the effects of population changes on marketing and 
distribution, 


... and nothing complicated about it either, 
any more than it’s complicated to get cover- 


age of the Pittsburgh Market. 


Here’s why: 


1. Most of the families (better than 6 out 


of 10) live outside 
Pittsburgh. 


the A. B. C. City of 


The majority of these families live and 


work in 144 cities and towns surround- 
ing Pittsburgh where the Post-Gazette of- 
fers 50° more coverage than any other 
Pittsburgh daily newspaper. 


The Post-Gazette’s city circulation is the 


second largest in Pittsburgh, all of which 
is “the why” that only the Post-Gazette 
gives effective, balanced coverage of the 
entire Pittsburgh Market. 


PITTSBURGH POST-GAZETTE 


PAUL BLOCK AND ASSOCIATES- 


New York ©@ Chucago © Philadelphia @ Boston @ Detroit @ Sen Francisco @ Les Angeles @ Seattle 


NATIONAL REPRESENTATIVES 


total. More than one-half (52.4%) 
of our wholesale trade is conducted 
in cities having a population of 500,- 
000 or more—cities that contain 
only 17% of our population. 


Sales Channels of Manufacturers 


A study of sales channels used by 
/manufacturers in marketing their 
products was made in connection 
with the 1939 Census of Business. 
Oddly enough, when all manufac- 
turing industries are considered to- 
gether, it is found that the output 
is sold about equally through four 


primary channels of distribution: 
roughly one-fourth of the output 
goes from plant to independent 


wholesalers and jobbers; one-fourth 
is marketed by manufacturers 
through their own _ wholesale 
branches; another one-fourth is sold 
direct from plant to retailers—chain 
organizations, department _ stores, 
mail-order houses, etc.; while the 
remaining one-fourth is sold by pro- 
ducers direct to users or consumers. 
Stated differently, of the total out- 
put that goes into trade channels 
(not including products sold direct 
to users or consumers) two-thirds 
is marketed through wholesale chan- 
nels (not including products sold 
direct to users or consumers) two- 
thirds is marketed through whole- 
sale channels and one-third direct 
to retailers. 

A variety of practices is found, 
however, when industries or kinds 
of business are considered sepa- 
rately. Cigars and cigarets, distilled 
liquors, beer, wines, chewing gum, 
cheese, sugar, edible fats and oils, 
wallpaper, electrical appliances and 
electric lamps, for example—some 
because the commodity is best sold 
along with other lines, some because 
the products are new and direct 


distribution has not yet been devel- 


glycerines, rayon and allied prod- 
ucts, and petroleum products—prod- 
ucts of a limited number of pro- 
ducers that require special handling 
or which travel as “lone wolves” 
through wholesale trade channels. 
On the other hand, many goods 
are sold from plant to retailer. In- 
cluded in this classification are | 
bread, soft drinks, ice cream, pre-| 


pared feeds [many producers and a| 
large number of retailers]; carpets 
and rugs, wearing apparel, boots 


have received attention out of pro 
portion to their importance to ! 
exam| 
attention | 
been devoted to consumer coope 
tives, but in 1939 they accoun! 
for only one-half of 1% of all re' 
represen | 


tailing as a whole. For 


much discussion and 


sales. Direct selling 
less than one-half of 1%, and m: 
facturer-controlled chains cont 
uted only 1.4% of the total. 

The general trend of whole 
ers’* sales and inventories s 
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—in that important emergency 
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—all under ONE 
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THE FAITHORN 


“RUSH” —a familiar term. How often have you 
written it on an order to your Typographer, 
tiwG Engraver and Printer—then sat back and won- 
dered if all three would make good! For, if 
only one falls down your schedule is shattered. 
Faithorn Compositors, Engravers and Pressmen 


roof — strive mightily, each 


craft to match the other two in swift and 
sure co-operation to meet your “deadline” 
Faithorn brings certainty instead of doubt. 
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1939—the latest peacetime year—is | 
cted graphically in the accom- | 


depving Chart 2. It is to be noted | 
that dollar sales (all kinds of busi- | 
ness combined) have, with some 
seasonal variation, increased stead- | 
ily during the last three years. A| 
new high was reached in 1942.**| 
This rise was due in part to price in- 
creases, but as the chart shows, dol- 
lar sales rose faster than _prices, 
thus indicating a substantial in- 
crease in the physical volume of 
Ot ‘entories, on the other hand, 
were off sharply at the end of 1942. 


When allowances are made for the 
eased cost of merchandise, it 
would appear that the physical 
imme of goods on hand for sale 
far below the prewar year 1939, 
yndition which if continued will 
‘ necessity be followed by a drop 
in dollar sales. 


Enjoyed Record Sales 


Considered by kinds of business, 
those trades—such as groceries, 
shoes, dry goods, clothing, farm 
supplies, confectionery, meats, beer, 
liquor, leather, etc.—trades not af- 
fected too seriously by freeze orders 
or shortages of metals and other 
scarce materials —enjoyed record 
sales last year. These same trades 
were beginning to experience short- 
ages in inventories, however, by the 
end of 1942 and since the turn of 
the year some of them have felt the 
impact of rationing and of addi- 
tional major restrictive orders. Sales 
were off last year in such trades as 
automotive supplies, metals, and 
electrical goods for civilian use. 


Furniture, hardware, plumbing and 
heating, jewelry, and paper trades— 


although suffering somewhat from | 
shortages of supplies, credit regula- 


tions, and other restrictions, partic- 
ularly toward the close of the year 
—enjoyed moderate gains in sales, 
1942 over 1941. 


and limited - 
wholesalers. Manufacturers’ sales 
branches, agents, brokers, and assem- 
blers of farm products not included. 

**The Department of Commerce 
timated 1942 sales as follows: service 
and limited-function wholesalers $39,- 


*Service 


es- 


100,000,000; all types of establish- 
ments combined $91,290,000,000, 
Stock-Turn Increases 

Increase in sales volume from 


smaller inventories can be accom- 
plished only through more rapid 
stock turnover—a normal peacetime 
objective of all wholesalers. A rapid 
rise in stock turn during wartime 
when goods cannot be readily re- 
placed, however, may indicate nec- 
essity 
consumer rationing. 
a mere coincidence that stock turn 
in the shoe, electrical goods—par- 
ticularly appliances—grocery, con- 
fectionery, and to some _ extent 
liquor, dry goods, and clothing 
trades was up sharply by the close 
of last year. Trades with little 
change in stock turn include tobacco 
products, jewelry, paints, and drugs. 


Collections and Receivables 


As might be expected in a “sellers 
market’—a market in which goods 
for sale are scarce and where there 
are relatively more buyers than 
sellers—collections are better and 
accounts receivable are lower. 
Wholesalers’ receivables were off 
12% in December, 1942, compared 
with the previous year, in spite of 
the increase in sales. The result has 
been that the average age of ac- 

ints receivable, all trades com- 

ned, has dropped from about 40 


The largest | 
agency circulation? 


4 oe 


function | 


for allocation of supplies or | 
It is more than | 


down to 30 days. Better collections | 
or less credit selling is common to | 
practically all trades. 

Less credit business is in keeping 
with the anti-inflation policy as im- 
plemented by Regulation W. Credit 
restrictions, however, have not been 
the sole reason for the increase in 


“cash-on-the-barrel-head” business | 


or shorter-term credit. Wholesalers 
themselves, experiencing shortages 
of supplies, have turned more and 
more to selective selling. Slow-pay- 
ing and high-risk customers do not 
hold the attraction to wholesalers 
that they formerly did. 


Other Changes 


Measures taken to conserve rub- 
ber and manpower are having some 
interesting effects upon wholesale 
trade. Wholesalers are asked to cut 
down 20% on mileage of vehicles 
running on rubber and are re- 


| sulted in an emph 


| uled calls. 


quested to carry at least partial | 


loads on return trips of delivery 
trucks. To accomplish the saving in 
mileage, salesmen are _ rerouted, 
their calls are less frequent, and the 
salesmen themselves form “driving 
pools.” Occasionally, salesmen han- 
dling competing lines travel 
gether! 

Delivery curtailments 


load” and less frequent but sched- 
The full load places em- 
phasis upon a general line of goods 
rather than on specialty selling. It 


is not surprising therefore, to find} for effecting other economies, estab- | 
the conventional types of wholesal- | lished on Dec. 6, 1942, a Distribution | 
ers, particularly those outside the! Branch 
taking on new |Supply 
lines. Grocery wholesalers are add-| functions and to streamline the| 
ing fresh fruits and vegetables or| service as a whole. 


very large cities, 


meats. 


to- | 


| Specialty houses “convert” by broad-| future of so complex a 
have re-| ening their lines and specialty sell- 


asis upon “the full 


| 


Tobacco jobbers go in more|fore, expect further changes in the | 
and more for confectionery and | distributive fields designed to re-| salers 


: | , , 
for groceries. |}and equipment for more pressing 
The need for conserving man-| uses. 


power places specialty wholesaling | Some Probable Future Trends 
In rapidly changing times like 


at a further disadvantage. Numer- | 

ous calls by specialty salesmen sell- 
ing one or at most a few lines| these when well developed ideas 
followed up by limited deliveries| and the best laid plans may be 
at each call become unprofitable.| changed over night, to predict the 
field as 
wholesaling is hazardous indeed. 
ing decreases as the items The country is so large and whole- 
channeled with other goods. - | saling encompasses so many kinds 
The War Production Board recog-| of business or types of establish- 
nizing the need for conserving man-| ments that counter-tendencies and 
power in the distributive fields, and | cross-currents are common. Factors 
which may cause increases in busi- 
ness in One area may meet with no 
response in other areas. Industrial 
distributors, for example, may be 
curtailing lines handled at a time 
when tobacco distributors are add- 
ing to their lines. Electrical whole- 
may enjoy an increase in 


are | 


in the Office of Civilian 
to eliminate unnecessary 


We may, there- 


‘drug sundries, and in some places | lease, insofar as possible, manpower | business in one part of the country 


EASTERN 


SALES OFFICE: 220 E, 


42nd Street, 


There’s some. 
Careful Buying - 
going on these_ 
days... 


* * 
* * 


7. . 
and in radio it is the spot time buyers who 
give each market and radio station its closest scrutiny. 


In Chicago these buyers of spot time have their choice 
of many stations—five of them with 50,000 watts. 


It is significant that WGN holds a substantial lead over 
all other major Chicago stations in volume of local 


and national spot advertising. 


Even more significant is the fact that the retail stores 
which keep an over-the-counter check on direct results 
place more business on WGN than any other major 
Chicago station. 


; j 


A Clear Channel Station if 
“| 


50,000 Watts Gm 720 Kilocycles 
> 


MUTUAL 


New York, WN. Y. 


* PAUL H. 


—— 


BROADCASTING SYSTEM 


Cal. 


RAYMER CO., Los Angeles, Cal., San Francisco, 
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—#in the oil fields, for instance—but | 
at the same time business may be 
slack elsewhere. 
brokers may enjoy a thriving busi- 
ness in a market without corre- 
sponding increases in the business 
of merchant wholesalers. 

The roll of the prognosticator be- 
comes even more complicated in an 


all-out war when all manpower and | 


materials must be conserved and 
when new restrictions appear al- 
most daily. It seems safe to as- 
sume, however, that for the dura- 
tion and for a time into the postwar 
period, business will be “harnessed.” 
Goods for civilian consumption 
probably will become more scarce 
as the war goes on, with buyers 
showing an increasing tendency to 
seek merchandise rather than the 
normal peacetime practice of goods 
seeking buyers. Stated differently, 
we may be in for a seller’s market 
until industry and business are re- 
converted and until trade channels 
can be stocked up in the postwar 
period. 


May Aid Wholesalers 


These facts coupled with restric- 
tion on deliveries and other mer- 
chandising activities tend to cause 
manufacturers of civilian goods to 
place more emphasis upon produc- 
tion and less upon marketing and 


“He would accept WFDF, 
Flint, Michigan’s invitation to 
breakfast at Sardi’s every morn- 


yp? 


ing! 


Or agents and/| 


distributing t their cnihatte Market- | 


|ing can be left to others, with pro- | 
|ducers conserving their manpower 
by concentrating upon the making 
of goods. Selling through manufac- | 
turers’ sales branches may tend to 
lag, with merchant wholesalers or 
agency houses taking up whatever 
slack there may be. This tendency 
promises to carry into the postwar 
period at least until inventories in 
trade channels can be built up again 
—until the “vacuum” has been filled 
and until “delayed purchases” have 
been made. Exceptions to this gen- 
eral tendency may occur in fields 
where goods, like gasoline, must 
move by themselves, or in the case 
of manufacturers who are finan- 
cially able to maintain their own 
distribution system throughout the 
war. 

Perhaps some of the economies 
resulting from present-day stream- 
lining of wholesaling may carry into 
the postwar period. Some long-run 
advantages may accrue from the 
ability of salesmen to cover terri- 
tories via less mileage, economies in 
delivering merchandise, and from 
the educating of retailers to the ad- 
vantages of smaller and _ shorter 
period credit. These points could 
easily be over-emphasized, how- 
ever, for if and when goods again 
press for markets buyers will enjoy 
relative advantages and can exact 
“inducements” from sellers. 


Sees Wholesaling Increasing 


One long-range benefit that prom- 
ises to come out of this war is faster 
moving, longer hauling of freight. 
Improvements in motorized equip- 
ment to meet most any weather or 
road conditions and the possible de- 
velopment of air freight means 
more specialization, more trade, and 
more need for merchandising by 
specialists in the field. Whole- 
saling functions—buying, transport- 
ing, warehousing, offering for sale 
at the right time, price, and place— 
promise to increase. Opportunities 
for new business in new areas may 
be expected to present themselves, 
with agents and brokers—operators 
with a relatively small capital out- 
lay but with a good trading knowl- 
edge and proper contacts—first to 
develop the market. When business 
tends to become stabilized, mer- 
chant wholesalers, who anticipate 
demands and carry stocks at con- 
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' / 7 4 Ma order to be of greater service e 
oe to the South, Atlanta Journal editors and 


columnists interpret 
of the day six nights 


through Saturday. It 


radio audience of WSB*. The Journal is the 
tirst Southern newspaper to provide this service. oo wn 
The program is called “Views of the News,” 

and is on the air from 10:15 to 10:30 p. m. Monday 


oy 
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DITORS 


significant news | 
a week for the 


presents The Journal editor, managing 


editor, two columnists, on editorial writer and our 
Washington correspondent - one each night a week ina 
quorter-hour commentary from the Southern viewpoint. 
For many years the South has known these men by the 
written word; now they are known by the spoken word. 
And, thus, The Journal's editorial influence grows. 

We believe thet os o newspaper's editorial 


intluence-is increased, so increases 


the reader's acceptance of merchandise or 


services advertised in that newspoper. 
Contidence begets contidence. 
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by the Bureau of the Census of the Department of Commerce. 
of the Bureau of Labor Statistics, 


INDEXES OF WHOLESALERS’ SALES AND INVENTORIES,B. L. S. WHOLESALE PRICE INDEXES 


(1939 — 
Index to Index to Price 
Year and Month Sales Inventories Index 
1939 
January 86.63 98.08 99.74 | 
February 83.17 99.36 99.74 | 
March 99.30 99.76 99.48 
April , . 92.35 99.46 98.83 
May .. 100.48 97.66 98.83 
June - 99,17 97.27 98.05 
July . .. 94.11 99.02 97.80 | 
August . 105.97 99.22 97.28 | 
September .. 119.96 100.21 102.59 
October ..112.40 103.81 102.98 
November .105.76 104.02 102.72 
December ..100.69 102.15 102.72 
1940 
January . . 95.55 109.26 102.98 
February .» 93.23 108.30 102.98 
March 100.09 108.24 101.69 | 
April .-102.79 107.32 101.95 
May . 107.31 105.77 101.69 
June . 105.22 105.73 100.52 
July ... .. 103.99 106.25 100.78 
August 112.01 108.55 100.39 
September .113.84 109.43 101.17 
October .-123.64 110.04 102.08 
November ..113.16 110.26 103.24 
December -- 115.79 106.24 103.76 
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Chart 2, showing wholesalers’ sales, inventories and wholesale prices during the past four years, naneid upon a sample collected 
Wholesale prices are compiled from the wholesale price index 


Index to 
Inventories 


venient points for ready delivery, 
take over. 

Another more permanent change 
may be the increase in employment 
of women. The percentage of fe- 
males to the total number of em- 
ployes of wholesale establishments 
increased only modestly during the 
decade 1929 to 1939—from 18.1% to 
19.3%. At the beginning of the war 
they still accounted for only one in 
five. Today this ratio is much 
higher and it is quite likely that 
women will occupy a more promi- 
nent place in the postwar than in 
the prewar period. If so, we may 
expect some interesting labor or- 
ganization and wage scale _ prob- 
lems. 


Field Relatively Stable 


Obviously, many wholesale estab- 
lishments will go out of business— 
some voluntarily, some involuntari- 

| ly——as the war continues. The birth 

rate has declined noticeably and the 
|mortality rate is high. As a result 
the number is declining. It is be- 
lieved, however, that the disappear- 
ance rate is not as high as that 
estimated by the Department of 
Commerce for retail trade — esti- 
mated as approximately a 16% drop 
in the number of stores by the end 
of this year. With the return of a 
highly competitive buyers’ market, 
we may expect a “spring back” 
number of establishments, possibly 
at a slightly lower cost of market- 
ing houses able to weather the 
storm may be low-cost concerns. 

Population shifts, as outlined by 
Dr. Philip Hauser in the March 15 
issue of this publication, create new 
opportunities for wholesale business 
in some areas and restrict them in 
others. These shifts are reflected 
more in the volume of business of 
existing establishments than in the 
change in number of houses. A few 
new ones do appear in growing 
centers and more than the average 
number drop out in cities losing 
population. However, special knowl- 
edges required of operators coupled 
with the amount of initial capital 
outlay tend to hold the number of 
houses rather constant. Such 
changes in numbers as do come 
will be gradual. 

Summarizing briefly, 
trade as a 
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WORCESTER, Massachusetts 


235,125 


- Population is 
- Concentrated in 


WORCESTER’S 
CITY ZONE 


This rich and densely-populated market — 
heart of industrial New England — rates a 
MUST on every advertising schedule. 


Population: City and Retail Trading 
Zones 440,770 — all within an aver- 
age 18 - mile radius of Worcester 
stores. 


The Telegram-Gazette blankets this entire market 
with an average net paid circulation of more than 
141,000 daily, more than 79,000 Sunday. 


The TELEGRAM -GAZETTE 


WORCESTER MASSACHUSETTS 


Geoece F. Boorn, Publshs$- 
SK amd ASSOCIATES , NATIONAL OEPRESEr 
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NUMBER OF WHOLESALE ESTABLISHMENTS, 1939; TYPE OF ESTABLISHMENT, BY STATES FI P d of many years.” The latest, they 
divin ane our To ucers, said, was approval contained in an 
limited- a Manufacturers’ Petroleum Agents Assemblers OPA order issued last Jan. 2. 
Total— function sales branches sales offices bulk and (mainly farm T d G D “ ; 
\TE all types wholesalers (with stocks) (without stocks) stations brokers products) ra e roup eny . It certainly seems strange that, 
s 1.948 888 117 ‘a dan me ae pa — in this time of national crisis,” a 
pagbomy «seen heset’-* 607 268 “4 7 391 H “4a Price Fixing federation statement said, “the key 
oe aie, cube tiers +s 1,785 706 51 14 515 130 369 men in an industry which is a mili- 
gHITOFMIR ores e reese ae ay 4 ae et a at ons Chicago, March 25.—Charges that | tary necessity as well as essential to 
] WO see eeeeeevnere 4 ‘ o“<« }- : “ 2 Site 
atin 5 oS 1,607 1,183 178 33 145 37 31 16 flour milling firms, 11 of their — —- should ~~ required to 
PelaWAaFe ..ceeeeceess a 88 3 a0 33 25 57 executives and the Millers National | ¢evote their time to defense against 
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through 1942. Some lines have suf- 
fered and most of the others appear 


7 -ar| Lime’ to Extend 
ae 0 amber of establishments and | Circulation to 
104. ‘ac appear to be in. the offing |Foreign Countries 


ices appear to be in the offing. 
New York, March 24.—Time ad- 


HOW TO ANSWER TODAYS MA-TODAY 


Wholesalers are aware of these war- 


time necessities and are cooperating 
in implementing measures for car- 
rying them out. Judging from past 
performances, there is every reason 
to believe that wholesale businesses 
will meet wartime demands which 
will confront them in the coming 
months, and that they will assume 
an increasingly important role in the 
pos twar period ahead. Wholesaling 
tions are indispensable in the 
modern economy of our country. 


Story 


“(the wage earners’ 
favorite magazine) | 


gives you these 


I Most Wage Earners at Least Cost 
2 Highest Average Ad Readership 
3B Record Pass-Along 

4 Least Duplicated Audience 

% 41% Higher Editorial Readership 
6 Moves with the Payrolls 


mitted for the first time this week 
plans for extending its circulation 
to the entire English - speaking 
world, with editions printed in from 
seven to 12 foreign countries. 

Foreign editions are already being 
printed in Mexico City and Sydney, 
Australia, the latter lithographed 
from negatives air-expressed in 
duplicate across the Pacific. Pub- 
lication in Stockholm, close on the 
heels of Reader’s Digest, will begin 
within a few days. There is no 
paper shortage in Sweden. The 
closer portions of South and Cen- 
tral America will be served by a 
plant in Bogota, Colombia, begin- 
ning April 5. Presses in either 
Buenos Aires or Montevideo will 
begin turning out Time before 
May 1. 


Forms Overseas Combination 


Detailed expansion plans beyond 
that date are a strict trade secret, 
almost a “military seeret,” accord- 
ing to Howard Black, vice-president 
and advertising director. 

The two-year-old Air Express 
edition for Latin America and the 
recently -expanded Canadian edi- 
tion have been combined with the 
forthcoming overseas editions under 
the group title of Time, Interna- 
tional. Estimated circulation of the 
regular Air Express edition is 35,000. 

Canada, now being served tem- 
porarily by the Air Express edition, 
will have an initial circulation of 
45,000, triple that of 1939, when the 
Canadian edition gets under way 
May 3. 


The overseas edition will even- | 


tually be extended to Africa, Aus- 
tralia, Ceylon, China, Fiji Islands, 
Iceland, India, Ireland, Portugal, 
Russia, Spain, Sweden, Switzerland, 
Turkey and the United Kingdom. 

The initial one-time full-page 
rate for each of the three editions 
will be $300, with a 10% discount 
to users of all three. 


Lew L. Callaway Jr., formerly 


assistant to the advertising manager | 


of Time, has been named advertis- 
ing manager of Time, International. 


Weeklies Suspend 


According to the “Iowa Publisher,” 
monthly publication of the Univer- 
sity of Iowa school of journalism, a 
total of 29 Iowa weekly newspapers 
have suspended publication, while 
four others have merged since the 


| United States’ entry in the war. All 


FREE—New little book written for every man who has said, 
“The mail’s coming in faster than | can answer it” 


You can’t afford delays in today’s corre- 
spondence. They're too expensive. Un- 
answered letters irritate customers 

delay decisions . . . upset office routine, 
slow down deliveries, impede production. 
So if your desk’s a junk heap—cluttered 
up with scattered, 
unanswered mail — 
you need Hammer- 
mill’s new, free lit- 
tle book, ‘“‘Very 
Promptly 
Yours.” 


Avoid a 


“Junk Heap” Desk 


today. It shows 
office-tested forms 
which your printer 
can adapt to your 
particular needs. It 
suggests ideas 
which can save you 


New Little Book Shows Hou 


hours of unnecessary delay, and help put 
your office on an accurate, speedy basis. 


Mail coupon now for your free copy of 
“Very Promptly Yours.” 


SEND THIS COUPON TODAY FOR YOUR COPY 
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Gerth-Pacific Advertising Agency, 
| San Francisco, is the agency. 


a hee P fe hoe: ee = * fi = a ies ns Sh ed am - ee ae : is J Fie a hd ee H re oh e:% Py 5 5 Saat'y Ye en a * gba ye oe pate o eae. le cE See 
a at 
1943 Fe a at: 
. 
up 
o 
a 
i 
. a 
“as oe . 
i il 
| aa 
| eee 8 
t +s 
107.9 ie fren ae 
110.12 ; : , be x, sa es OR og’ a \ : a aca x re, 2 gh OM RE / 4 ae : e . _ 
115.18 ~ oi 4 a. ae —*&s) | | Pesta =. x . 
119.07 ee 8 Tee 4 > ) ae oe ee 
119.84 Be a? ie ek Oe ie "= Bt , en “st 
119.97 a pete : a y “, iii Js e 3 ee te a i,” 
: aoe We ad ie om ; a. ei : g he 
121.40 by ihe aa 2 wuss _— ~~ | & : 
124.51 es. rs. kh e Ria: eros wer a ” 4 
125.42 gg Pan eg oe * ae ” ae ,., (~RmS Y- le 
126.59 eer. te PM oe Ne Bee = 
128.02 ads ew #3 ; Ts ae 2 COE hs 7 $ sxe Hf, : Fy 
128.15 A A gS eaeree < ote “ — Hi 
127.89 Faire RD x ef Pag % “es ESE, 
aaa } Citta We a ‘ i 
129 18 } * te a ee . menos - e ; } : 
129 7 _———————————— oe. eR pate > : ae 
130.09 Bia: ; ai oe / z a & 
131.00 ; < _ ans ee i} A oer ha ; 
e F pie € a ; Be 0 j ee fomeeke S ; 
a_—_e a Pas, ag nt epee : to QS fies 
a - ite) Si $5 oe S|). / 7 
- > ee > ~ . B Pre / 
——_—_— - ee ene te oh. we 4 it a aes * / 
_ a id yl SS 
af i). . POS | —— 
; * gmat F eo - Seo Bas 
VYremum 3 ry i hh . 
iis my - p34 ‘ : ‘3 . i a e 
: : —. ; — te, ; j % 
| Ice _ . ; * ie ~2 a8 ee ee : — : 
r a0 a . i & R ig . os ( = = | } % nt 
. oo ; ; < - sti ‘ 4 se ; / . 
. — ‘am . . ———— Ks f ; 
j ; = Se be, i ihe 
x a — a P  -coyeee _ me . - i, -— 
—S \% i a 8. : aan ida Ty a 
4 + er satan i “4 O- ¢. nee hone’ bei c. . % 7 * ‘F 
‘ ae *g — 7 bs ge oe “ - : a me” 
pee ai wns Pe ie, Sai R* a : 
me, Cte i aoa 2 % GPa Or pate. . ae on Sage Poa ar oe 1 * : 
| ue a yea er , cae ‘i ¢ * : Sam wee 5 a 4 fg oe Sag 4. es : ee 
ee | 
| | be 
. _ 
eS ee - og 
te {cr NY ‘ 
* i a : . 4 
Po | ee : 
ee 
¥ 
‘i 
ee ee on ; 
NG; ao , be 
+f ‘ \> ci 4 
. inven ae 
2 ee per 
‘ ; ‘ 
ei 
a 
bed 
: 3 ak aS i ‘s tee 1 oe ; ’ 7+ y > 4. 2 > Bae , ’ , r c ’ . «f oe A #2 v . ; : A ms ~——' <> ae 
3 Fhe pees, *, ? aes Set zh, om : 4 “« ~ io ; ‘ f os ; ’ 
% Pete. Wo. Bo Sal = irs : an Pea. > ta BS nay a RF “4 ite e . Prt ‘e: oe. SoA és 


34 


we 


“1 ipa’: a ey : Atel p 
yas eS < Path iy ben” es ee hae (igee  e 
Nd S ’ * a. Fant e n * 


a 


ADVERTISING AGE 


March 29, 1943 


Drug Product 
Makers Present 
Joint Message 


(Picture on Page 39) 


New York, March 25.—In one of 
the largest cooperative promotions 
ever attempted in the drug field, 
eight leading manufacturers will 
join next month in emphasizing the 
wartime importance — because of 
the shortage of doctors—of the cor- 
ner druggist and the consumer’s 
own medicine cabinet. 

The éight sponsors will cooperate 
in running a 3/5 full-color spread 
in the April 4 issue of This Week 
Magazine. Side panels picture the 
products of the companies, includ- 
ing Bayer aspirin, Nujol mineral oil, 
Murine, Noxema_ skin cream, 
Vimms, Phillips’ milk of magnesia, 
Mistol drops, and Absorbine Jr. 
More than 20,000 reprints of the 
advertisement have been distributed 
to leading drug chains and retailers 
for use as counter and window dis- 
plays. Wholesalers, jobbers and the 
chains are giving the promotion full 
merchandising support. 

Central copy in the spread points 
out that, with thousands of doctors 
and nurses in the armed services, 
day-to-day health maintenance is 
up to the consumer, his druggist and 
his medicine cabinet. The public is 
advised to check its stock of those 
preparations “that have performed 
so ably in the past as health-build- 
ers and safeguards.” 
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| SWPC to Launch . 


New York Drive, 
Says Johnson 


New York, March 
Smaller War Plants 
will shortly open an advertising and 
merchandising campaign in this 
area to bring together 
men who need products with busi- 
ness men who need production,” 
Colonel Robert W. Johnson, chair- 
man of the corporation, revealed 
here yesterday at the _ regular 
weekly luncheon of the Advertising 
Club. 


The drive will be headed by a/| 


well known merchandising man to 
be named within a few days. If the 
plan proves satisfactory in metro- 
politan New York, it will spread to 
Chicago, San Francisco, Atlanta, 
Dallas, and other leading national 
buying centers. 

Colonel Johnson contended that 
New York is the greatest buying 
center in the world and is expected 
to assume the initiative in banding 
together to use the open and dis- 
tress facilities of small business to 
help fill its needs. 

“There is no greater ingenuity in 
the world than that demonstrated 
by our merchant buyers, and in- 
genuity reaches the highest point 
when both the buyer and the seller 
are in need, which happens to be 
the case right now,” he said. 

The SWPC for administrative 
purposes has been separated from 
the War Production Board, said 
Colonel Johnson, but for all pur- 
poses it remains part of the same 
organization. Distress plants have 
been defined as those operating at 
less than 6624% of their normal 
production average during the five 
years before the war. 


Garfinkel Appointed 

Kuehn - Hall Company, Minne- 
apolis, has appointed Sidney Gar- 
finkel Advertising Agency, San 
Francisco, to handle advertising of 
Brite-Ize cleanser. A test campaign 
launched early this month includes 
a transcribed radio program on Sta- 
tion WCCO and 560-line copy in 
Minneapolis dailies. 
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BY A WARRIOR WHO CARRIED 
A A GOAT SKIN BAG FULL OF CREAM 
WA ONATRIP.THE HEAT SOURED 
THE CREAM AN) GALLOPING 
CHURNED IT INTO BUTTER . 


- . . but there is no scarcity of sales when advertisers expose their products 


to 1,000,000 men, monthly reading Dell Detective Magazines. AND Dell 


“business | 


25.—Tne | 
Corporation | 


| 


Detective Magazines expose nationally advertised products to the vast wage- | 


earner market — taking 73% of the national income. 


FIRST in circulation 
FIRST in advertising linage 
FIRST in the fact detective field 


DE 


Sells 1,000,000 Working Men — 


149 Madison Ave., New York, N. Y. 


>. 
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Getting Personal as 


After a month’s vacation on the West Coast, Raymond Rubicam of 
Y&R, is returning to the New York office. . . Bill Thomas of Y&R was 
official greeter at a dinner and cocktail party at the St. Moritz wel- 
coming Burns & Allen for the agency’s Swan soap client. After din- 
ner the party left for Carnegie Hall to hear the comedy pair on a 
broadcast with Paul Whiteman... 

Wedding bells pealed for Florence C. Ballow and Leslie B. Robin- 
son. Florence is prog. and pub. dir. for Station WICC, Bridgeport, 
Conn. . . After a nine-month sojourn in England and North Africa 
as naval aide to Lt. Gen. Dwight D. Eisenhower, Lt. Com. Harry C. 
Butcher, former CBS Washington v.p., gave his wife and daughter a 
pleasant surprise when he paid them an unheralded visit. . . 

Resting in Arizona, A. D. Lasker, of Lord & Thomas fame, will 
terminate his vacation within the next week or two and return to 
New York... A leave of absence has been granted to Helen J. Wilcox, 
pub. rel. dir. of Angostura-Wuppermann Corp., to direct a special 
promotion program for the Office of War Information. . . 

Officials of Seagram-Distillers Corp. tendered a farewell dinner to 
Harry M. Tonkon, sales promotion manager, at the Waldorf Astoria 
Hotel on the eve of his departure to enter the Army... 

It’s a girl, Mary Alice, in the home of Mutual’s Don Pontius. Mrs. 
Pontius, the former Martha Maloney, was secretary to George Bayard 
in the New York office of Russel M. Seeds and the Chicago office of 
CBS. . . Edgar Kobak, executive v.p. of the Blue, is back at his desk 
after nursing a touch of the grippe... 

Herbert J. Winn, former owner and publisher of the Rochester 
Democrat & Chronicle, has begun his 5lst year with Taylor Instru- 
ment Companies, of which he was long the president, and now chair- 
man of the board. He did not relinquish his Taylor post while he 


—— 


~ STARS AT ‘TIMES! TOURNAMENT __ 


Among the 7,000 who attended the first war workers’ golf tournament, sponsored 


by the Los Angeles Times, was this sextet. Left to right: Hedda Hopper; 
Paulette Goddard; Bob Svensson, public relations director of the Times; La Motte 
T. Cohu, chairman of the board of Northrup Aircraft; Norman Chandler, pub- 
lisher of the Times; and Gene Biscailuz, Los Angeles County sheriff. 


was in charge of the newspaper, which he sold several years ago to 
Frank Gannett. . . 

An eyewitness account of the U-boat attack on the Coast Guard 
cutter “Campbell” was given to the Navy Department and the news- 
papers by Lt. Alexander Stewart of the Coast Guard’s public rela- 
tions department, who was aboard the cutter. Lt. Stewart was prom. 
dir. of Dell Publishing Co. before entering the service. . . 

Gilbert T..Hodges, New York Sun exec. and a past pres. of the New 
York adclub, was honored at a dinner held at the club not long ago 
by being presented with a scroll in recognition of his 50-year mem- 
bership in the Phi Delta Theta fraternity. Sixty-eight years of 
continuous service with the Cincinnati Times Star is the record of 
C. H. Rembold, secretary-treasurer of the newspaper, who started as 
a subscription clerk for the old Star at the princely sum of $6 a 
week... 


V. L. Chiquoine of Life’s Chicago office, and the missus have been 
taking a breather at Spring Mill Inn, Mitchell, Ind. . . R. C. Ronalds, 
pres., and E. M. Putnam, v.p. of Ronalds Advertising Agency, Mon- 
treal, were honored March 13 at a dinner celebrating the agency’s 20th 
anniversary. In attendance were all the Montreal staff members 
and R. J. Avery and R. Y. Wilson of the Toronto office. . . 


Julian J. Pollock, pres. of the Philadelphia agency of that name, has 
accepted the chairmanship of the 1943 Jewish Appeal Day... 

Arthur Towell, founder of Arthur Towell, Inc., Madison, Wis., 
agency, celebrated his 20th anniversary in advertising on St. Patrick’s 
Day. . . Stanley H. Young, v.p. of Christie, Brown, Ltd., Toronto, has 
been appointed Toronto chmn. of the war savings stamp drive by the 
National War Finance Committee. . . 


Irving L. Goldberg, pres. of the Raygram Corp., New York, was pre- 
sented with a plaque at a recent meeting of the Photographic Manu- 
facturers and Distributors Bureau, inscribed to the “founder and first 
president, whose vision created, and leadership fostered our organiza- 
tion”. .. Bruce J. Nelson, business manager of the Eau Claire Press Co., 
Eau Claire, Wis., has been promoted from second to first lieutenant in 
the Army coast artillery reserve. . . 

If you’re thinking of making a call on any of the following men be- 
fore April 10, you'll have to go to the Command and General Staff 
School, Ft. Leavenworth, Kan., where they’re taking the Army orienta- 
tion course: Harry Bull, editor of Town & Country; Robert S. Choate, 
publisher and g.m. of the Boston Herald-Traveler, Harry B. Clow, v.p. 
of Rand, McNally & Co.; Richard C. Fowler, v.p. of Coca-Cola Bot- 
tling Co.; Benjamin M. McKelway, Washington Star; Marshall Neal, 
KWKW, Pasadena, Cal.; E. R. Richer, Chicago Sun; Andrew F. Wiley, 
Cincinnati Enquirer; William D. Williams, editor of Men’s Wear... . 

Ben Duffy, exec. v.p. in charge of BBDO’s eastern division. is re- 
cuperating after an operation in the Harkness Pavilion of the Columbia 
Medical Center. . . 


—— 


WINS Makes Two 
New Appointments 

William F. Carley has be 
pointed director of promotion and 
/news of Station WINS, New Yor, 
|Mr. Carley was formerly pron 
|director of WMCA, New Yor ‘, and 
prior to that was promotion and 
publicity director of WBT, Char. 
lotte, N. C. 

Dolly de Milhau has been nameg 
director of publicity, after an aggo_ 
|ciation with the Stork Club, Ney 
| York, in the same capacity. 


| to that Miss de Milhau wa 


nN ap. 


lotion 


Prior 
con- 
nected with the radio department 
of Young & Rubicam. 


Lee in Fan Magazines 

Lee Knitwear Corporation, New 
York, maker of Lee bathing suits, jx 
releasing to a list of movie maga- 
zines a four-color page featuring 
swimsuits worn by Janet Blair of 
Columbia Pictures. Hicks Advertis- 
ing Agency, New York, handles the 
account. 


EDWARD McKERNON 


Rochester, N. Y., March 23.— 
Edward McKernon, former pub- 
lisher of the Rochester Journal- 
American, and for many years 
before that, with the Associated 
Press in New York, died yesterday 
iat his home at Clinton Corners, 
| near Poughkeepsie. 


ALBERT HOFFMAN 


San Francisco, March 23.—Albert 
Hoffman, general manager of 
Graphic Arts Engraving Company, 
|died recently after a short illness. 
|He was president of the National 
| Photo Engravers Association. 


| NORTON J. BOND 


| Philadelphia, March 23.—Norton 
J. Bond, for 23 years a member of 
the advertising department of Elec- 
tric Storage Battery Company, died 
|March 15 of a heart attack. Before 
| joining the company, Mr. Bond was 
| associated with several Philadelphia 
| advertising agencies and with Cur- 
| tis Publishing Company. 


MAX BABB 


| Milwaukee, March 23—Max W. 
|Babb, chairman of the board of 
| Allis-Chalmers Mfg. Company, died 
| March 13 after an illness of several 
| weeks. Mr. Babb joined Allis-Chal- 


| mers in 1904 as the company’s 
attorney, becoming vice-president 
in 1913. He was appointed presi- 


dent of the company in 1932 when 
the late Gen. Otto H. Falk became 
chairman, and was elected to the 
chairmanship in January, 1942. 


_ALBERT L. MILLER 


| New York, March 24.—Albert L. 
Miller, account executive of Erwin, 
Wasey & Co., was fatally injured in 
a hotel fire here last week. He was 
in charge of several of the agency’s 

drug and cosmetic accounts. 
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Declining Travel 
Helps to Create 
Book Bonanza 


(Continued from Page 1) 


28, compared with 99,608 lines 
during the same period of 1942, 

The New York Times received 
168,631 lines during the first two 
months of 1943, against 132,721 
line in 1942. a 
Howard Cook, book advertising 
anager of the Herald Tribune, told 
ApverTISING AGE that this year’s 
linage totals would have soared 
even higher, if it had not been for 
the heavy inroads of mass-circula- 
tion media, which gave little at- 
tention to book advertising before 
fat industrial payrolls made every 
self-improvement-minded worker a 
prospect for educational volumes 
and sets. 

Book advertisements have been 
competing for attention with soap 
and cereal copy in full color pages 
in The American Weekly. And 
some Sunday editions of the New 
York Daily News have carried from 
two to half a dozen full pages, each 
devoted to one book or one set. — 

Lusty infant of the book publish- 
ing business is Pocket Books, Inc., 
partially-owned subsidiary of Simon 
& Schuster, which has sold | more 
than 30 million copies since its in- 
ception, June 19, 1939. 

Pocket Books has_ established 
70.000 retail outlets, and gets its 
mass distribution through news 
wholesalers, drug chains, cigar 
stores, department stores, toy stores 
—even grocery stores and delica- 
tessens. 

Advertising has played little part 
in this year’s program of Pocket 
Books, which has been leveled off, 
as has that of many a _ publisher, 
by the War Production Board’s 
limitations on use of paper. The 
publisher has even curtailed its dis- 
tribution of display racks, formerly 
sold to dealers for $1 with a bonus 

free books. 


Tax Manual, S&S Prize 


Simon & Schuster is stepping up 
promotion on several book classifi- 
cations, with emphasis on the titles 
that have proved themselves “sell- 
ers” in tests and advance sales, 
according to Jack Goodman, adver- 
tising Manager. 

This publisher’s prize package is 
“Your Income Tax” by J. K. Lasser, 
accountant who has specialized in 
the tax problems of publishers and 
advertising agencies. 

With its market expanded by the 
widening base of wartime income 
taxes, and despite fierce competition 
from 49-cent and 25-cent competi- 
tors, the eighth edition of this 
familiar yellow-covered manual ran 
approximately 500,000 copies. 
Thus the latest year’s sale was 
roughly equal to half the cumula- 
tive total of the first seven years, 
pushing the all-time total to a mil- 
lion and a half copies. 

Direct mail, seven-column and 
full-page advertisements in news- 
papers and magazines, spot radio 
and distribution through a variety 
of retail outlets have contributed to 
this year’s record. 


Get Substantial Budgets 


Simon & Schuster has appropri- 
‘ed $15,000 for the announcement 
nd initial test of Wendell Willkie’s 
theoming “One World,” schedul- 
seven-column back covers in the 


Feb 


m 


+ 
LO 


New York Herald Tribune, New 
York Times and dailies in ten other 
cities. 
An advertising budget of $25,000 
has been earmarked for “Ten Years 
in Japan,” by former Ambassador 
Joseph C. Grew, to appear shortly. 
Newspapers and magazines will be 
used. 
Although reporting that books are 
“selling themselves,” Harcourt, 
Brace & Co. has maintained its 
advertising program in close corre- 
lation to sales. Book stores are buy- 
ing “back list” titles, always a 
healthy sign, according to Doris 
Schneider, advertising manager. 
The Book-of-the-Month Club has 
been unable to capitalize fully on 
the rising interest and widening 
markets. The paper shortage has, 
to date, been the least of the head- 
aches of this direct mail business. 
The manpower shortage has been 
felt in clerical help, printers and 
binders, and the material problem 
in lack of typewriters, desks and 
addressograph stencils. 


Extends Direct Mail 


The Macmillan Company has been 
increasing its direct mail and busi- 
ness paper effort in exploiting such 
organized markets as colleges, pub- 
lic schools, and _ institutions—for- 
merly reached primarily by sales- 
men, according to John S. Gallagher, 
advertising manager. Thus adver- 
tising has helped solve the hurdles 
to direct selling imposed by the 
draft and by travel difficulties. 

Promotion is being dropped in 
country areas where the market is 
ordinarily relatively thin, and 
greater publicity has been placed 
behind the three-year-old socnaten | 
book section. Bookstores are still the 
primary channels of distribution for 
Macmillan. 

William H. Wise & Co., with an| 
advertising budget estimated at | 
more than $500,000, buys more full | 
pages in The American Weekly | 
than most of the largest consumer- | 
goods marketers, according to John | 
Hoge of Huber, Hoge & Sons, Wise | 
radio agency. More than $100,000 
has been placed behind the “Vic- 
tory Gardens” edition of the “Gar-| 
den Encyclopedia,’ and promotion 
continues strongly on various “How 
to...” editions, including the Popu- 
lar Mathematics and National Aero- 
nautical Council series. 

The company also. advertises 
heavily in Collier’s, Life, Look, 
Newsweek, Popular Science, The 
Saturday Evening Post, This Week 
Magazine and a long list of metro- 
politan newspapers throughout the 
country. 

Longmans, Green & Co. is adver- 
tising text books of direct interest 
to men in the military services and 
prospective inductees in the book 
review sections of newspapers and 
magazines, E. Mills Jr., advertising 
director, reports. 

An interesting wartime develop- 
ment has been the use of full pages 


other metropolitan newspapers to 
push that hardy perennial, “The 
Book of Knowledge,” published by 
the Grolier Society. 

Previous advertisements in selec- 
tive media such as Parents’ Maga- 
zine and the class women’s maga- 
zines featured a free, illustrated 
booklet as a door-opener for Grolier 
salesmen. 

Now to cut down unproductive 
calls by canvassers on the uninter- 
ested, curious and the chronic cou- 


pon clippers, Grolier deliberately 
set up as a barrier to action the 
“hush hush” words, “This deluxe 


set of 20 large volumes, $99.50.” 
During January and February, 


1943, the advertising budget of 


Can you tell me the name 
of the advertising paper 
with the largest circulation & 
among advertising agencies ? 


Tae 3 


in the New York Daily News and | 


according to William Larned, acting 
publishing director. 
On Percentage Basis 
Since advertising appropriations 
are fixed on a percentage basis, they 


represent a fairly good sales barom- | 
jeter, declared Mr. Larned. Current 


allotments run between 10 and 25%. 

Latest ball of fire to roll out of 
Whittlesey House is the “Naval Of- 
ficers’ Guide,” which in two weeks 
captured 25,000 sales, necessitating 
a special rush printing. 

The reading public, apparently 
taking the title of Hartzell Spence’s 
autobiographical “Get Thee Behind 
Me”’ seriously, has pushed the book 
up to the 45,000 mark. 


BERKOWITZ OUTLINES 
BOOK VOLUME SALES 


San Francisco, March 23. — The 
job accomplished by leading book 
publishers in developing volume 
sales among large numbers of 
people who formerly were not re- 
garded as prospects, was stressed 
by Mortimer Berkowitz, general 
manager of The American Weekly, 
in a recent series of Pacific Coast 
meetings. 

Five years ago The American 
Weekly carried no book publishers’ 
advertising, Mr. Berkowitz related, 
but in 1942 it carried a total of 


Whittlesey House, a division of | $576,000 in this field, leading all na- 
/McGraw-Hill Book Company, took | tional magazines in volume of reve- | 
|}a 40% leap over last year’s appro- 
|priation for the comparable period, 


/nue from this type of advertising. 
|Book publisher advertising in 1942 
was at the highest peak in history, 
|he said. He emphasized that this 
| increasing volume demonstrates 
| that even though the primary effort 
|of manufacturers is to do the job 
|necessary to win the war, “the man- 
| ufacturer who can make it can sell 
| it.” 

| Mr. Berkowitz met with advertis- 
ers and agency executives in Seattle, 
Portland, Los Angeles and San 
|Francisco. Coulter McKeever, San 
Francisco manager of the magazine, 
accompanied him on the northern 
trip while Franklin S. Allen, south- 
ern California manager, attended 
the California sessions. 


William Heads Board of 
N. Cal. Chapter, 4A’s 


Howard Williams of the San Fran- 
cisco office of Erwin, Wasey & Co. 
has been elected chairman of the 
board of governors of the northern 
California chapter of the American 
Association of Advertising Agencies. 
Ray Randall of Buchanan & Co. has 
been elected vice-chairman, and 
W. H. Wilde of the McCarty Com- 
pany, secretary-treasurer. 

In addition to the newly-elected 
officers, the board includes Clarence 
Hesteroff of McCann-Erickson and 
Richard Russell of Foote, Cone & 
Belding. 


Pepsi-Cola Jingles 
Aimed at Swing Shift 

“Pepsi-Cola hits the spot,” well 
i\known jingle of the Pepsi-Cola 
Company, will pep up the workers 
of swing shifts when it is aired ten 
| times on the hour and the half-hour 
over Station WJZ, from 1 to 7 a. m., 
| EWT, beginning March 29. 

Except for headline news sum- 
maries broadcast every hour, the 
continuous program features all sta- 
tion breaks, time signals and com- 
mercials in the form of musical 
jingles. Titled “Say It With Music,” 
Pepsi-Cola will use WJZ on alter- 
nate nights, in addition to Stations 
WNEW and WOR, in its campaign 
to reach the war-worker market in 
the New York area. Newell-Emmett 
Company handles the account. 


Two Name Hutzler 


The Miami Valley Brewing Com- 
pany and the Dayton Power & Light 
Company have appointed Hutzler 
Advertising Agency, Dayton, O., to 
handle their advertising. 


EMPLOYEE 
IDENTIFICATION BADGES 
TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE. ST. LOUIS, MO. 
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The marshal’s 
the overstuffed 


Several wars ago sloganeer 


the one about the marshal’ 


soldier’s knapsack. All right! Then what’s 


in all these over-stuffed brief cases we see 


after night? 


We think it’s more than 


New and varied responsil 


advertising managers taking home night 


baton of new responsibilities is there, too. 


The right kind of agency can be a big help 


rtising manager in wartime. Its 


performance pattern will include the han- 


dling of creative detail for all kinds of space 


of course. But genuine coopera- 


far beyond that. By long estab- 


lished habit it will supplement the advertis- 


ing department in all its creative and plan- 


sibilities. 


It will serve in toto to free the advertis- 


ing manager for maximum growth, executive- 


wise. 


baton in 


Business, individually and collectively, 


brief case 


will owe much in the years ahead to men 


who find the time today to keep their organ- 


izations sales-minded and customer-minded. 


Napoleon coined 


s baton in every 


In many an organization the name to merit 
that citation will belong to an advertising). 
manager who attacked his total-war problems 
with the support and cooperation of an ad- 


vertising agency committed to a policy of 


total service. 


just papers. The 


IN OUR BOOK: Advertising is more effec- 


tive as advertising managers are more 


vilities. Plans and 


programs for selling War Bonds, for service 


and maintenance education, and for conserv- 


ing scarce materials. Rationing guides for 


| workers. Production prog 


| management committees. Postwar ideas for 
| 


products and distribution. Who more natural 


plans, and leadership in suc 


You know what all such do to a brief case! 


Meetings do likewise to the day’s working 


schedule. Small wonder an 


| thing except advertising. It 


for his taking a close look at his advertis- 


| ing agency. 


than the advertising manager to supply ideas, 


ager these days finds time for almost every- 


influential in inner-management circles. 
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March 29, 1943 


Full Text of Statement by 
WI on Its Operations 


Media, Advertisers 


Given Much Credit 
for Assistance 


Washington, D. C., March 24.— 
Full text of the statement issued by 
the Office of War Information today, 
outlining its work and its methods 
of operation, is as follows: 

It has been stated by Congress- 
man Ditter that OWI ought to 
cooperate with organized groups 
from radio, press and motion pic- 
tures to get war information to the 
people. That has been OWI’s policy 
from the start and will continue 
to be. 

The press, radio, magazines, mo- 
tion pictures, and advertisers of 
America have gladly spent many 
hundreds of millions of dollars to 
carry war information to the 
American people. OWI has a 
current domestic budget of only 
$9,000,000. If OWI were to attempt 
to do the entire job of war infor- 
mation by itself, it would require a 
budget of many hundreds of mil- 
lions. OWI believes and will con- 
tinue to believe that the job of 
informing the people can best be 
done through established media, and 
that the main task of a government 
office of information is to secure the 
cooperation of these media and to 
give them materials and informa- 
tion which they require. We have 
done this, and here is the record to 
prove it: 


PRESS 


Over 250 war news releases a 
week, prepared by government war 
agencies, are cleared and issued by 
the OWI News Bureau. This bu- 
reau serves 1,867 daily papers with 
a circulation of 42,300,000; 10,600 
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: 26 successful years ; 
* under the editorship * 
of Merle Thorpe... 


CHOOSE THE 
LEADER IN 
THE BUSINESS 

FIELD... 


+ + + + 


weekly papers, with a circulation of 
15,900,000; and a large number of 
specialized publications such as 
labor papers, Negro papers, foreign 
language papers with a circulation 
of over 20 million. The News Bu- 
reau handles an average of 2,500 
queries per month from the press, 
who look upon it as a_ service 
organization to help them get the 
news and clarify it. 


RADIO 


By far the principal activities of 
the Domestic Radio Bureau of OWI 
are concerned with furnishing in- 
formation to established radio pro- 
grams. Beginning over a year ago, 
working advisory committees from 
the industry were established to 
guide and aid this work. These 
include: the Station Advisory Com- 
mittee of representatives from such 
industry organizations as the Na- 
tional Association of Broadcasters, 
the National Independent Broad- 
casters, the Clear Channel Broad- 
casters and others; the Network 
Advisory Committee of program 
managers from the four major net- 
works; the Regional Consultants 
Committee of leading station owners 
in all sections of the country; Ad- 
vertising Council Radio Committees 
in New York, Chicago and Holly- 
wood; and the Talent Committee of 
25 top radio artists of the networks. 

A system has been established for 
the orderly use of the time and 
‘talent donated by the radio indus- 
try and sponsors of radio programs. 
Through their cooperation, nearly 
$90,000,000 worth of radio time and 
talent have been made available for 
war purposes—at but little cost to 
the government. 

As an integral part of this pro- 


cedure, “Fact Sheets” and back- 
ground material are furnished regu- 
larly to writers and producers of 
‘commercial and sustaining radio 
shows to be used by them as they 
most effectively can. 


Little Writing Done 


The only production and writing 
'on the part of OWI concerns the 
|writing of one 15-minute program 
on NBC; one 30-minute program on 
|Mutual; a 15-minute recorded series 
produced principally at the request 
of local stations who do not have 
dramatic production facilities and 
cannot be serviced by network 
facilities; and 16 one-minute spot 
announcements a week for use by 
stations. This is done with a staff 
of six writers. 


Cincinnati! & & x In March, the 
Detroit Area’s retail sales 

will be approximately 
$118,000,000—America’s 

THIRD retail market! 
More radio homes— 

more listeners that 
BUY! 


The DETROIT Area 


NOW SOARS TO A 


Census Bureau figures show a popu- 
lation increase since 1940 of over 
477,000, or a city larger than 


This live-wire station now records an 
ALL TIME HIGH in retail broadcast time! 
We now lead the Detroit market in many 
major retail classifications! Go where busi- 
ness is booming and you find CKLW lead- 
ing the way. 


CKLW 


— COVERING THE 


DETROIT AREA 
NOW SOARS TO A 


NEW HIGH! 


. . growing with its market! 
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|Papers; Association of National Ad- 
| vertisers, Inc.; Bureau of Advertis- 


|copies, or a circulation equivalent 


|Opinion to thank not only for their 


jof our 


MAGAZINES 


The Magazine Division of the 
OWI Bureau of Publications works 
closely with the editors of all the 
magazines in the country. The 
Magazine Division sends out regu- 
larly a Magazine War Guide which 
informs editors and publishers of 
the significant new facts in the field 
of war information. This guide is 
widely used by the industry, and 
it is estimated that the efforts of 
the Magazine Division in the past 
seven months have been directly 
responsible for the publication of 
1,500 stories and articles containing 
war information, covering 3,755 
pages. The Magazine Division serves 
708 magazines, having a circulation 
of 112,000,000. 


MOTION PICTURES 


The Motion Picture Bureau of 
OWI works with the War Activities 
Committee of the Motion Picture 
Industry (which represents all of 
the major producers and distribu- 
tors and the 16,000 exhibitors of 
the country)—as well as with the 
various producing companies sepa- 
rately. In this way the Motion Pic- 
ture Bureau circulates war informa- 
tion to the producers and helps them 
with their problems. Through the 
generous cooperation of the indus- 
try, 20 shorts have been completed 
to date and many full-length fea- 
tures—all of which bring important 
war messages to the people. OWI 
has itself produced one full-length 
documentary picture on how the 
war came, entitled “The World at 
War,” and 21 shorts dealing with 
such matters as manpower, fuel oil 
rationing, war production, and so 
forth. These productions of OWI 
have been distributed to some 16,000 
theaters through the War Activities 
Committee with the full cooperation 
of the entire industry. 


ADVERTISING 

In the advertising field the OWI 
works with the Advertising Council 
of America and through them with 
the following affiliated organiza- 
tions: Advertising Federation of 
America; Advertising Typographers 
of America, Inc.; Agricultural Pub- 
lishers Association; American Asso- 
ciation of Advertising Agencies; 
American Newspaper Publishers 
Association; Associated Business 


ing of the American Newspaper 
Publishers’ Association; Direct Mail 
Advertising Association; Financial 
Advertisers Association; Insurance 
Advertising Conference; Interna- 
tional Association of Electrotypers 
& Stereotypers; Lithographers Na- 
tional Association; National Asso- 
ciation of Transportation Advertis- 
ing, Inc.; National Business Papers 


Association; National Editorial 
Association; National Industrial 
Advertisers Association; Outdoor 


Advertising Association of America, 
Inc.; United Typothetae of America. 

It is estimated that the newspaper 
and magazine space cost of food 
advertisers alone who are adapting 
their copy to campaigns suggested 
by OWI will be in excess of 16 mil- 
lion dollars in 1943. When all other 
types of advertisers are included, it 
is estimated that the total space 
these people will have generously 
turned over to war information 
projects will come to well over 
$100,000,000. 


PAMPHLETS 


OWI has itself prepared and dis- 
tributed 14 pamphlets. It has done 
this because it believes that to a 
certain extent the people desire to 
have direct government messages. 
Experience has shown a tremendous 
demand for the OWI pamphlets, a 
demand so great that we have been 
forced to hold down the distribution, 
for reasons of economy. The total 
distribution of all OWI pamphlets 
issued to date has been 14,483,000 


to four issues of a magazine like 
Life. On the other hand, the reprint 
pamphlets by press and 
magazines is estimated to have 
reached a circulation of something 


over 350,000,000. 

In the: Domestic Branch the total | 
number of writers employed for | 
writing pamphlets is 12. 

OWI has the private agencies of | 
cooperation in getting out the facts, | 
but also in the generous way in| 
which they have permitted us to| 
draw on them for top flight per- 
sonnel. 

The Domestic Branch is staffed by | 
many key figures from newspapers, | 
magazines, radio, and advertising, | 
many of whom have left their pri- | 


|vate posts to join OWI at a consid- | 
|erable personal sacrifice. | 
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tives Available,” 
with order. 
$2.75; 1 to 3 in., $4.75 per inch. 


Advertising Market — | 


The rates for this department are as follows : “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and ‘ 
30 cents a line, minimum charge $1. 
All other classifications (single insertion rates): % jin. 


“Representa- 
Terms cash 


HELP WANTED 


ee 


POSITIONS WANTED 


POSITIONS OPEN 
ACCT. EXEC.—Eng. training. Open. 
ACCT. EXEC.—Pkg. goods accts. Open. 
COPY W RITER—A\I1 agcy. exp. $8000. 
RADIO—Copywriter, drug exp. $7500+. 
ADV. MGR.—Mfg. exp. Open. 
ASST. ADV. MGR.—Foods, $4200. 
MNG. EDITOR—Magazine, $6000+. 
AGCY. & RESEARCH DEPT.—$3600. 
ILLUSTRATOR—Chgo. studio. Open. 
LAYOUT ARTIST—Top-flight. Open. 


Women 
HOME ECONOMIST—Agcey., $6000. 
PROD. MGR.—Puble., $1560. 
CATALOG COPYWRITER—$2000. 
Stenos., typists, file clerks for adver- 
tising agencies. 

No obligation to register. 
Sinclair-Masterson Personnel 
310 S. Michigan Ave.—Suite 1749 

Chicago—HAR. 6003 ai 


Advertising representative on two es- 
tablished eastern specialized publica- 
tions. To fill this opportunity a man 
must have ability to ultimately as- 
sume larger responsibilities and a past 
record of production. Appointments 
made ony with those who show their 
sales ability in a letter. 

Box 4030, ADVERTISING AGE, N. Y. 


Artist for high class monthly 
publication with international 
circulation, capable of making 
page layouts, air brushing and 
retouching photographs, mon- 
tages, ete. State draft status 
and salary required to start. 
Box 4026, ADVERTISING AGE, N. Y. 


ADVERTISING COPYWRITER 

Well established, progressive adver- 
tising agency, nationally recognized 
for its sound marketing plans and ef- 
fective creative work, has an attrac- 
tive spent for draft exempt man or 
capable young woman. 

If you are “on the way up” and can 
write interesting, sales minded copy, 
you will welcome this opportunity to 
develop into a “key member” of our 
organization. Business, though varied, 
is mostly agricultural. Location: mid- 
western city of moderate size. 

Send picture and complete qualifica- 
tions to— 

Box 4015, ADVERTISING AGE, Chgo. 


COPYWRITER 
For Essential Industry 
Are you looking for a spot where you 
can contribute to the War Effort and 
still work full time at the job you 
know This leading manufac- 
turer supplies Industrial and Business 
Control Systems vitally needed today. 
You'll be writing direct mail cam- 
paigns, literature, information service 
yublications. Your copy will be read 
yy top business executives. Govern- 
ment and military officials. You'll have 
a good job now and bright post war 
prospects ... If you can take hold 
quickly and follow through on your 
own. Good salary. Nice gang to work 
with. Plenty of chance to work your 


best? 


own way. Send complete details, in- 
cluding draft status. No samples 
needed yet. Write to “J. L.” ... The 
Standard Register Company, Dayton, 


Ohio. 


POSITIONS WANTED : 
ADVERTISING ASSISTANT 


and 

PRODUCTION MAN 
now employed in like capacity in drug 
field desires change. Some food, auto- 
motive, as well as practical agency 
and newspaper experience. Versatile. 
Age 37, married, 3 children. 
Box 4029, ADVERTISING AGE, Chgo. 


ADVERTISING TELEPHO\); 


SOLICITOR 
For the duration, I am willing to coy 
out of retirement and help any rei" 
able American newspaper puj)\ishe, 
who might need my services. | ; 


. yr 2 
vcore I had been creating and . Fag 
ishing foreign language new . 

in the U. S. Telephone solicit 

large forces was originated },, 
back in 1911. Am 55 years age 
in perfect health and enjoy a 4 
patible disposition. Prefer emmy 
adv. dept. (creative and produc: 
Might consider trade papers, o; 


agcy. 
Box 4032, ADVERTISING AGE, « ‘hgo 


Versatile trade paper space sales . 


now functioning productively jy NY 
and Phila., seeks more promising con- 
nection with publisher. 


Box 4031, ADVERTISING AGE, N. y. 


Man 41, sixteen years in mail order 


advertising where _ results count 
wants the tough, long term  jop 
that needs filling mow .. . and wijj 
need him after the war.) (€o}! 


e 
education and a background of news. 


paper editorial experience; marrieq 
family, owns his home. A crackerjack 
copywriter who can make his own 
rough layouts and sell them to others 
Experienced in advertising manage. 
ment, market and sales analysis, aq- 
vertising production. Top salary re. 
quired. ’ 
What agency looking for a seasoned 
copy-layout man capable of contacting 
and selling accounts ... what wel! 
established company building now 
with an eye to after the war.. 
this man’s services? 
Box 4027, ADVERTISING AGE, Chego. 
Art-Layout-Production, 23 years’ ex. 
verience in advertising, printing, pub- 
ishing, all details, art media. 


. needs 


, Young 
woman, 40, desires position with old 
established firm. Quick, resourcefy| 
Christian. Correspondence. $60 wkiy 
tox 4023, ADVERTISING AGE, Chego 


REPRESENTATIVES AVAILABLE 
CAN I REPRESENT YOU : 
ON WEST COAST? 


Seasoned, able, resourceful executive, 
25 years advertising, sales promotion 
(including own agency, publishing, 


publicity) moving N. Y. to San Fran- 
cisco. Want to arrange represent re- 
sponsible Eastern or Midwest pub- 
lishers or manufacturers. Married, 49, 
strong, energetic. Please write me. 
Box 4025, ADVERTISING AGE, N. Y 


Well-qualified man can handle ady, & 
kindred lines in Pacific Northwest for 
high-grade institution. 

Box 4024, ADVERTISING AGE, Cheo. 

PUBLISHERS 

Due to a war casualty my associate 
and I, he in Ohio and I in Chicago, 
want a desirable publication to repre- 
sent in the mid-west. We have a wide 
acquaintance among advertisers and 
agencies, are thoroughly experienced 
space salesmen, and will provide dili- 
gent, effective 


Sales coverage of al! 
mid-western accounts and prospects 
Our Chicago office can serve as the 
publisher's own and we will act as 
direct salesmen on a commission basis 
Box 4019, ADVERTISING AGE, Cheo 

_ PHOTOGRAPHY 


PHOTOGRAPHIC ASSIGNMENTS 
brilliantly executed anywhere in the 

. S Our net-work of 2,000 photog- 
raphers is tops. Also stock pictures, 
kodachromes all subjects. Free-Lance 
Photographers Guild, Inc., 219 E. 44th 
St.. New York City. 


Crowell-Collier 
Establishes New 
Closing Dates 


New York, March 23.—In order 
to insure full use of available space 
in its magazines, the Crowell-Col- 
lier Publishing Company has re- 
quested ample notice on whether 
or not space already ordered for an 
advertiser will be used, so that can- 
celed space may be allotted to other 
advertisers. 

As a temporary expediency, the 
following firm-order closing dates 
have been established, when notifi- 
cation of cancellations must be filed: 
four colors, three weeks prior to 
four-color copy closing date; two 
colors, two weeks prior to two-color 
copy closing date; black and white, 
two weeks prior to black and white 
copy closing date. 

The above is effective with the 
June issue of Woman’s Home Com- 
panion, July issue of the American 
Magazine and May 29 issue of 
Collier’s. 

Advertisers’ claims to future 
priorities for space are subject to 
forfeit if cancellations are issued 
later than the above firm-order 
closing dates. 


McCALL SETS NEW 
FIRM-ORDER DATES 


New York, March 26.—To sta- | 
bilize paper consumption and to | 


insure equitable allocation of adver- | 
tising space, the McCall Corporation | 


has established new firm-order clos- 
ing dates for McCall’s Magazine and 
Redbook. 

Beginning with the July issue of 
McCall’s Magazine, the firm-order 
closing date for all advertising, 
including covers, will be the first 
day of the second month preceding 
date of issue. Thus firm-order clos- 
ing date for July will be April 30. 

The firm-order closing date for 
Redbook will be 14 days prior ‘o 
the present mechanical closing 
dates, which remain the same. For 
three or four process colors, final 
mechanical closing date is the 15th 
of second month preceding issu 
for black and white or two-co! 
25th of second month precedi 
issue. 

The new procedure follo 
recommendations of the _ spe 
committee of the American Associ*- 
tion of Advertising Agencies. 
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Time, Inc. Jumps 
Into the Lead in 
Magazine Field 


(Continued from Page 1) 


ined 16% in total advertising 
pene taking in $23,653,121 com- 
pared with $28,137,644 two years 
ago. Life’s 1942 revenue, it will be 
noted, fell short of the Post’s 1941 
figure; while the Post last year 
failed to measure up to Life’s 1941 
renue. 
The Ladies’ Home Journal, Curtis 
publication which ranked fifth 
among all magazines last year in 
revenue, took in $8,975,816, an 8% 
gain over the 1941 figure, $8,299,343. 
This publication also effected a rate 
increase because of mounting costs. 
The third Curtis magazine, Coun- 
try Gentleman, dropped 3% behind 
its 1941 revenue, totaling $2,809,908 
as compared with $2,898,607. 


Figures Are Reversed 


Total revenue of the three Time, 
Inc., magazines amounted to $39,- 
624,927, compared with $35,235,449 
in 1941. The Curtis trio, lumped 
together, practically exchanged 
places with the Time publications. 
Advertising revenue for the Curtis 
publications totaled $35,438,845 last 
year, as against $39,335,594 in 1941. 
” Crowell-Collier Publishing Com- 
pany maintained its third place 
ranking among the magazine pub- 
lishing houses, with advertising 
revenue of $21,874,878 last year, 
compared with $22,676,132 in 1941. 
Collier’s revenue amounted to $13,- 
914,248, a 3% decrease from 1941, 


pared with $4,628,316 in 1941. 

Other publishing houses among 
the top ten last year include: Mc- 
Call Company, fifth, with McCall’s 
and Redbook totaling $7,376,065, 
compared with $7,470,512 in 1941; 
This Week Magazine, sixth, scoring 
a 10% gain with a total of $6,224,093 
compared with $5,660,857 two years 
ago; Meredith Publishing Company, 
seventh, with Better Homes & Gar- 
dens and Successful Farming to- 
gether taking in $4,749,772 com- 
pared with $5,679,186; Newsweek, 
ninth, with $3,906,270, a 36% gain 
over the 1941 figure of $2,874,182; 
and Conde Nast Publications, tenth, 
with Vogue, House & Garden and 
Glamour accounting for total ad- 
vertising revenue of $3,304,204, 
compared with $4,122,394 in 1941. 

Continuing its forward march, 
Life ran up an advertising revenue 
total of $1,746,167 in January, 1943, 
issues, compared with $1,364,287 in 
January of last year, an increase of 
28%. Time, with $837,822, was 58% 
ahead of January, 1942, when reve- 
nue amounted to $531,479, Revenue 
in January and February issues of 
Fortune totaled $528,426, a 71% 
increase over the same months of 
1942, $309,200. 

Stockholders of Time, _Inc., 
learned in the recent annual report 
of the company that gross income 
in 1942, including advertising, sub- 
scriptions, newsstand sales and film 
rentals, soared to $51,445,000, up 
$6,397,000 over the previous year. 
Costs and expenses, however, ad- 
vanced to $43,371,000, up $6,279,000. 
Net profit for the year was $2,999,- 
000, compared with $3,749,000 in 
1941. Included in these figures are 
operations of Architectural Forum, 
“March of Time” newsreel series 
and the “March of Time” radio 
show. 


All Circulations Gain 


when it was $14,380,213; Woman’s 
Home Companion brought in $5,- 
828,248, compared with $5,930,366, 
a 2% decline; and the American 
Magazine dropped 10%, from $2,- 
365,553 to $2,132,100. 

Hearst Magazines, Inc., were a 
close fourth among leading publish- 
ers, with total advertising revenue 
of $19,498,459 last year in Good 
Housekeeping, Cosmopolitan, Har- 
per’s Bazaar, House Beautiful, Town 
& Country and The American 
Weekly, compared with $19,599,852 
during the previous year. The 
American Weekly forged ahead of 
Good Housekeeping during the year, 
with total revenue of $7,479,562, an 
18% gain over the $6,313,255 taken 
in during 1941. Good Housekeeping, 
with $6,450,000, was 5% below its 
1941 total of $6,794,418. 


Macfadden Revenue Down 


Macfadden Publications, Inc., 
which parted company with Liberty 
last September when a new firm 
was set up for the weekly, with 
Paul Hunter as publisher, ranked 
fifth among the publishing houses 
in 1941 but dropped to eighth place 
last year on the basis of advertising 
revenue. Liberty’s volume declined 
45% for the year, from $4,615,071 
in 1941 to $2,531,270 last year. 
Remaining Macfadden publications, 
including True Story, Macfadden 
Women’s Group, Macfadden Detec- 
tive Group, and Beauty & Health— 
which was discontinued in July— 
totaled $4,319,870 last year, com- 


COLLINS 
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HUTCHINGS 
INC. 


@ Photo-engravers in Chicago 
207 North Michigan Ave. 
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Average net paid circulation of 
Time, the report says, was approxi- 
mately 1,052,000, up 196,000 over 
the 1941 figure. Life’s circulation 
went above 3,879,000, a gain of 
589,000 over the 1941 average. “‘Al- 
though circulations at the year end 
were substantially above the aver- 
age for 1942, at the present time, 
in view of governmental restrictions 
on paper production and use, Time’s 
circulation is about 1,100,000 and 
Life’s circulation is around 3,650,- 
000,” the company explained. 

Average net paid circulation of 
Fortune last year was in excess of 
166,000, and, like Life and Time, it 
represented an all-time high. The 
report adds: “At the same time 
Fortune obtained a higher relative 
percentage of available advertising. 
It can be fairly said that in the case 
of all the magazines, the share of 
available magazine advertising ob- 
tained was higher in 1942 than it 
was in 1941, and the position of 
each as the leader in its field be- 
came more assured.” 

War conditions are blamed for 
the drop in the net paid circulation 
of the Architectural Forum, which 
averaged just over 35,500, a decline 
of 3,500. In addition to the “March 
of Time” monthly films, this part 
of the organization also produced 
and distributed the full-length war- 
time feature, ‘““‘We Are the Marines,” 
and aided the government in train- 
ing photographers, producing short 
subjects, etc. 

Noting the increase in operating 
costs because of greater expense for 
paper and other supplies, printing 
and distribution, the company 
warned stockholders that costs may 
mount further and that advertising 
and circulation revenue may decline 
during 1943—as it had been ex- 
pected to do last year. 

The 20th anniversary of Time, 
Inc., was the occasion for a special 
celebration March 11 at the Waldorf 
Astoria Hotel, New York, with a 


“March of Time.’ Speakers in- 
cluded Eric Hodgins, vice-president, 
Roy Larsen, Time’s first circulation 
manager and now president, and 
Mr. Luce, now editor-in-chief of all 
publications. To devote more time 


of the board last May. Maurice T. 
Moore, member of the firm which 
has been counsel for the company 
for many years, was named chair- 
man. 

A 16-page folder, replete with 
reproductions of the first circula- 
tion promotion piece, a financial 
statement totaling $1,646, an early 
Time house advertisement, and the 
company’s rapidly enlarged head- 
quarters, recalled the old days to the 
celebrants. The original capital was 
$86,000. Time’s most famous early 


office was a remodeled brewery on 


E. 39th St., and its circulation then | 
was a mere 43,000. Seven pages of | 
advertising were included in the) 
28-page initial issue of the news 
magazine. 

In 1930, the company introduced 
$l-a-copy Fortune to 30,000 charter 
subscribers. Architectural Forum, 
founded in 1892 as the Brickbuilder, 
joined the growing family in April, 
1932, after Time, Inc., bought a ma- 
jority stock interest. Life made its 
bow in November, 1936, with a print 
order of 465,000 copies, far from 
enough to go around. The first 
issue, 96 pages, contained 263 pic- 
tures. The only nude in it, the 
company reflected, was a_photo- 
graph of a Russian peasant taking 
a bath. 

The company now has 2,510 em- 
ployes, including 249 in the armed 
services, 


McCALL SALES HIT 
ALL-TIME PEAK 


New York, March 25.—Net sales 
of McCall Corporation during the 
year ended Dec. 31, 1942, totaled 
$15,575,805, the largest in the com- 
pany’s history, according to the 
annual report to stockholders re- 
leased this week. This is an increase 
of $1,349,059 over the previous year. 
No breakdown of income for Mc- 
Call’s, Redbook and the company’s 
pattern service was included in the 
report. 

Net earnings for the year, after 
taxes and depreciation, were re- 
ported as $794,656, equal to $1.52 
per share. For the previous year 
they were $801,620, also equal to 
$1.52 per share on 5,000 additional 
outstanding shares. 

Advertising sales of the com- 
pany’s two major publications was 
reported as “almost identical with 
the previous year,’ while revenue 
from both subscription and news- 
stand sales showed gratifying in- 
creases. “McCall’s Magazine was 
advanced beginning with the April 
issue to 15 cents per copy,” the 
report says. “Newsstand sales at 
the present time are approximately 
at the same level as before the rise 
in price.” 

The report continues: 

“Due to a government order re- 
ducing the amount of paper avail- 


| able for magazine publishing to 


90% of the amount used in 1942, 
we are now obliged to print less 
copies than are in demand. Our 
subscription sales are being cur- 
tailed. 

“Redbook made an important con- 
ings. The newsstand sales in par- 
ticular have shown an_ unusual 
growth. Reader interest in this 
magazine has been continually ex- 
panding. Paper restrictions limit 
our ability to serve any demand 
larger than the present. 

“The demand for magazine read- 
ing appears to be the greatest in 
the history of magazine publishing. 
This reader interest is growing. 
Magazines represent an important 
force in the maintenance of na- 
tional morale and in the presenta- 
tion of a countrywide circulation of 
news and considered viewpoint on 
governmental activities. Magazines 
have cooperated gladly and whole- 
heartedly with various government 
agencies toward these objectives. 
They will continue to do so. This 
particular function cannot be so 
well served by any other medium. 

“It is to be hoped that those re- 
sponsible for governmental policy 
will continue to recognize the im- 
portance of the magazine service in 
a war economy. Curtailments of 
demonstrated necessity to a com- 
plete war effort will, of course, be 
cheerfully accepted. Any further 
reductions in paper usage should be 
imposed only with a full realization 


“Due to paper curtailment, both 
McCall’s and Redbook are obliged 
to limit the amount of advertising 
they can accept.” 


to editorial activities, Mr. Luce|Haire Appoints Esser 
relinquished his duties as chairman | 


Albert C. Esser, formerly head of 
the Esser Advertising Agency, New 
York, has joined Haire Publishing 


|Company in charge of circulation. 


Mr. Esser succeeds the late Arthur 
J. Cavanagh. 


‘Motherwell Promoted 


Grover Motherwell has been 


named manager of the Minneapolis | 


district of B. F. Goodrich Company, 
succeeding the late A. J. Martin. 
Mr. Motherwell was formerly sales 


supervisor in the Chicago district. 


Private Lines 


The action by FCC last week in 
permitting four Philadelphia FM 
stations to pool their time and 
equipment may be far more sig- 
nificant than it appears. The com- 
mission waived its sacrosanct rules 
and regulations because the peti- 
tioners wanted to conserve mate- 
rials and manpower. If standard- 
band stations begin to feel the same 
way, now that the manpower drain 
is really being felt, will FCC regard 
the Philadelphia waiver as a prece- 


dent? 
* * * 


It’s getting harder to get good 
men to come into government. By 
and large, the advertising man or 
other business executive who comes 
to Washington comes at financial 
sacrifice, faces a difficult housing 
situation, and meets considerable 


harassment in his first contact with 
the processes of democracy at its 
apex. On top of that, he may face 
the critical eyes of a Congressional 
investigating committee, or may be 
dragooned as a draft dodger, or 
have his personal affairs broadcast 
by a rampant Congressman. So 
before answering the call to the 
capital, many men are thinking a 
long, long time. And some of the 
bureaus, accustomed to drawing ex- 
pert brains from outside, are getting 


worried. 
+ + * 


The Advertising Federation of 
America will not cancel its annual 
convention this year, even though 
ODT Director Eastman selected its 
1942 conference as the springboard 
for his drive against unnecessary 
conventions. Executive Secretary 
Earle Pearson is shaping up plans 
for making this year’s meeting a 
working war clinic in a series of 
visits to Washington. The meeting 
will probably be held in New York. 


Biggest hurdle the fats salvage 
program must face is the impact of 
meat rationing. Housewives are 
expected to buy trimmed meat to 
conserve points, and have already 


tribution to your company’s earn- | 


of the vital importance of a free} 


| press in a country devoted to all-out 


dinner and special broadcast of the} war. 


displayed a tendency to keep the 
grease they save for household use 
instead of turning it over to the 
government. 

ot * + 


The New York department stores’ 
boycott of the New York Times 
advertising pages enters its fourth 
|week with no sign of a surrender 
by either the Times or the largest 
department stores. John Wana- 
maker & Sons never did cancel 
| space with the Times, while a num- 
|ber of smaller department stores 


and shops, including Oppenheim 
Collins & Co., Stearns, Russeks, and 
A. Best & Co., have returned to the 
Times. The retailers did not boy- 
cott the New York Herald Tribune 
when it announced a rate increase 
a week later than the Times. Rea- 
son? It would be easier to combat 
one paper than two. If the Times 
should yield, the second paper 
would then have to face the wrath 
of the big buyers alone. 


It can’t be confirmed, but don’t be 
surprised if the Office of Price Ad- 
ministration shortly brings in lead- 
ers from various business fields, 
either as permanent heads of de- 
partments or as consultants who 
will spend a large part of their time 
close to OPA operations. It’s all 
part of a campaign to bring OPA 
down to earth, skillfully conducted 
since the Henderson regime ended. 


The end of June will be marked 
by resignations in Washington. Two 
men, prominent in the government 
information setup and well known in 
the advertising business, are telling 
their associates that they’ll step out 
around July 1. 


Names Reiss Advertising 


The JNT Manufacturing Com- 
pany, Wheaton, IIl., manufacturer 
of JNT complete furniture treat- 
ment set and other products for the 
care of furniture, woodwork and 
carpets, has appointed Reiss Adver- 


tising, New York, to direct its 
advertising. Newspapers, women’s 
magazines, business papers and 


dealer helps are scheduled for the 
campaign. 


Named Managing Director 


M. Frank Brobst, sales manager 
of Gelatin Products Ltd., Windsor, 
Ont., has been appointed managing 
director of the company. He was 
previously director of the com- 
pany’s English plant at Slough, 
Bucks. 


Typewrite Copy to FIT, 


without bother of counting words! 


Handy chart simplifies copy fitting. 
Merely set typewriter as indicated on 
chart and 8-pt., 10-pt. and 12-pt. «opy 
goes line-for-line as you type it. Your 
copy blocks will FIT! Especially fine 


for newspaper work. Money back f not 
pleased. Place one by every typewriter. 
Per chart........ $1.00 6 for........ $5.00 


GORDON SMITH ADVERTISING SERVICE 
Liberty Building, Yakima, Wash. 


| 
| 
| 
| 
| 
| 
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ART DIRECTORS 
COPY WRITERS 
ACCOUNT EXECUTIVES 

Two hundred and forty-nine reproductions se- 
lected from the work of nearly two hundred 


artists — classified and indexed. A cross sec- 
tion of the best free-lance art work available. 


pice PO 
NATIONAL ADVERTISING ART CENTER Ff 
NEW YORK 


420 LEXINCTON AVENUE 
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bd based on three charges: (1) that its|be called propaganda except for an|ing okayed, he presented a list of|tion do not stem from the top m 

ie nswers ‘function has been changed from a|unfortunate article in Victory, which|the top 60 executives along with|in each division, most of whom 
‘news clearing house to a propa-|seemed to boom President Roosevelt|their salaries from the government/| well-qualified for the job the, hold, 
|ganda outlet; (2) that the staff of|for another stretch in the White|and their income of the previous/but from the intermediat¢ ; 


~ e |}OWI is inept, and ill-grounded in| House. year when private industry paid the | members. Staff 
| es 0 ongress ‘experience to execute their jobs;| Rep. Ditter has charged that find-|tariff. The government’s bill for the| Rep. Ditter went on to asser that 
’ (3) that OWI’s ubiquitous nature|ing a man of experience from the|60 was $400,000; private industry,; OWI must become a coordi; 


- ; aig nati 
aan has made it a camouflage for many |radio, newspaper, magazine or mo-/|the year before, had paid $1,400,000. | group; that it is unfitted to produce 
Def d p f ‘unseen and insidious thrusts at rep-|tion picture fields in OWI is like| And, he pointed out, this did not in-|material; and that it shoujq be 
en $ thy | ion resentative government; and (4) /trying to “find an Eskimo in Tu-|clude the income of Gardner Cowles|banned from “seeking advert; 


‘that the agency is a haven for men|nisia.” Instead, he believes, “every | Jr., domestic director of OWI, whose |for its propaganda publications 
(Continued from Page 1) The. to avoid military service. bright young man who ever thought|extensive holdings in newspaper,|the production of commerce: 


. : . lly- 
: The first charge, OWI officials|he could edit a better newspaper|magazine and radio fields would|sponsored radio programs.” ally 
the people through established 


; l contend, is untrue. Part of the|than Greeley, or thought DeMille | have swelled the total considerably. The propaganda publications pre. 
media, he promised, and reaffirmed |agency, the overseas branch, is en-|was a piker, now has his chance. . . Work on New List sumably mean Victory—a Periodical] 
that the chief task of the govern-/|gaged in distributing “propaganda”|He doesn’t have to worry about whose history has been one of storm 
ment information office is to secure|abroad—but Mr. Davis and other|competitive costs because Uncle| This week nettled OWI officials|and strife, both because of its on. 
the cooperation of these media and|QWI men have consistently empha-|Sam gets the bill.” were at work on a similar list,|troversial content and because i 
to give them the materials and in-|sized that in shortwave, truth is) Sh Salary R showing the backgrounds of the men/|used paper which many newsp {per- 
formation which they require. Com- | America’s secret weapon. Mr. Davis | ows Samey Senge heading the various divisions, their|men, including Arthur Krock 0; the 
plete text of the OWI statement ap-|has insisted that no “propaganda”, An OWI official told ADVERTISING salaries and their previous incomes.|New York Times, felt rightfully be 
pears on Page 36 of this issue. ‘has been distributed for domestic | AGE that last fall, when the 1942/|But informed observers pointed out|longed to domestic publications 

= The criticism of OWI has been | consumption, and that nothing could | budget of 35 million dollars was be- | that the weaknesses in OWI opera-| which depend on paper and adver. 


tising revenue for their livelihoods 

But no OWI source could shed 
light on the Congressman’s charge 
of sponsored radio programs; so fay 
as they knew, they didn’t have any. 
From time to time material has beer, 
supplied to commercial shows, and 
it maintains “Uncle Sam,” available 
for sponsorship, but OWI sponsors 
none. 

Rep. Ditter also urged that Ow] 
use established organized groups, 
the American Newspaper Publish- 
ers Association, the National Asgo- 
ciation of Broadcasters, the Nationa] 
Editorial Association, and the Na- 
tional Publishers Association. These 
groups would draft executives to 
cooperate with the government and 
direct the information program, he 
said. 

Accused of Draft Evasion 
| The charge that OWI was a haven 
for draft evaders was this week 
hurled by Rep. Forest A. Harness, 
speaking in an open House military 
/sub-committee hearing which was 
promptly closed. 

To this Elmer Davis answered 
quickly and flatly: OWI has sought 


and received deferments for 46 em- 
ployes, generally linguists or radio 
‘technicians. It has 36 similar ap- 


peals pending. There are 1,237 men 


|in OWI in the 18-38 bracket, out of 
a total personnel of about 3,800. He 
— 'vigorously defended OWI employes 
| who left better jobs to join its staff. 
| OWI has another reason for main- 
. . 1: . . ~~ 'taining frank and—insofar as pos- 
It is not too easy to conceive and build just one advertisement possessing award-winning |sible—friendly relations with Con- 
qualifications . .. but to conceive and produce a complete series of such advertisements, pete le ne bade Sng - = 
one after another, month after month, would seem to require a little something on the Shortly be up before the House ap- 
|propriations committee asking for a 

ball. ... When the Carnation Company and their advertising agency, Erwin, Wasey _'948 allotment. 


& Company, Ltd., were given the medal award for the outstanding series of adver- ‘Spink Named Assistant 


tisements appearing in national publications in 1942, they won recognition for having Ad Director of ‘Time’ 


: . . ie . Shepard Spink 
achieved consistent excellence in continuity of theme and idea; month after month has been ap- 


P : . : | pointed assistant 
strength and effectiveness of copy; continuous harmony of appeal in physical structure (advertising di- 


, . , |rector of Time, 
and uniformly fine reproduction. ... Rogers is not too modest to acknowledge the nc. Mr. Spink 


oe : — : | joined the Cleve- 
distinction of having made all the original plates—both black and white and full color. (jand sales force 


|of Time in 1933, 


|and after manag- 


‘ing the Detroit 
* — ‘branch was 
named advertis- 
ing manager in 


|'March, 1941. 


E N G R A V | N G ‘Harry Phillips, Shepard Spink 
|'who began as a 


‘salesman for the magazine in New 
. O M York seven years ago, subsequent'y 
Pp A N Y becoming assistant advertising man- 
, ager in 1941, has been promoted to 
ADOLPH F. BUECHELE ° President the post vacated by Mr. Spink. | 
Lew L. Callaway Jr., who joined 


Master Craftsmen of Photo-engraving Time’s Chicago office in 1937 a 
moved to New York as advertis''s 
manager last year, has been @)- 
e- 2 0 0 1 C A L U M E T A V E N U E pointed advertising manager of 
Time, International. William » 
HICAGO af e | LLINOJIS Carr, manager of the Chicago office, 
a becomes associate advertising m:‘ 
‘ager of Time, with headquarters |» 
'New York. John McLatchie, Cleve- 
\land manager, succeeds Mr. Carr '" 
‘Chicago. D’Orsey Hurst of the Ne 
| York office becomes Cleveland ma! 
ager. Joseph McDonough has bee! 
promoted to Philadelphia manager 
succeeding James Downward, W' 
resigned to join the OWI’s outpo 
service bureau for a foreign assig! 
ment. 
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New Account to Mathes 
The Kem-ical Corporation of Ora- 
dell, N. J., has appointed J. M 
Mathes, Inc., New York, to handl 
advertising for Kem liquid plan 
food and Kem automatic feed units 
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Milk re y Macdonald Names Agency 
‘arnatie® . | 


- wee W. C. Macdonald, Inc., tobacc 
manufacturer, Montreal, has  ap- 
pointed Stanfield & Blakie, Mon- 


treal, to handle its advertising. 
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The eight manufacturers whose products are pictured on the side panels of this 
color spread, to appear in the April 4 This Week Magazine, have joined to present 
the wartime message. (Story on Page 34) 


LEND-LEASE DIAGRAMED FOR PARK AVENUERS 


A Park Ave. attention-getter is this full-color map showing where America's lend- 
lease food goes, which is used to illustrate the article by Edward R. Stettinius, 
lend-lease administrator, in the April issue of the American Magazine. The display 
is in a window of Crowell-Collier's office building at 250 Park Ave., New York. 


COPY OFFERED FOR SPONSORS 


HELP WANTED: 


TO TURN AMERICAN CROPS 
INTO AMERICAN FOOD 
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U.S. DEPARTMENT OF AGRICULTURE = 
aed THE WAR MANPOWER COMMISSION 
baa ay laa —) 
This is one of the advertisements prepared by the Advertising Council, for 


sponsorship by individual companies, in local campaigns to enlist workers in 
the 1943 "Crop Corps.’ (Story on Page 4) 
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ODT KEYNOTER 


TRUCKS AND TIRES MUST LAST TILL VICTORY 


Keynoting the ‘I'll Carry Mine’ campaign, 
sponsored by the Office of Defense Trans- 
portation, this full-color, 22x28'/2 inch 
poster was designed by the ODT cam- 
paigns section to inspire women to co- 
Operate in conserving delivery trucks 
and tires by carrying their small pur- 
chases. It is featured nationally in the 
OWI retail calendar for April. The color 
photo is the work of Valentino Sarra. 


SEWING AID 


Home sewing and clothes conservation 
give a boost to the button box, which is 
brought up to date and put in systematic 
order in this new Buttonaid kit by The 
Morley Co., Portsmouth, N. H. It con- 
tains 100 assorted buttons in various col- 
ors, sizes and shapes. Harold Marshall 
Advertising Co., New York, is the agency. 


HUMAN MACHINE ADAPTED TO ILLUSTRATE THEME 
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To illustrate the point that machines can be improved, Cone Automatic Machine Co., Windsor, Vt., adopted the picture at the 
left for its current advertising. Art work in the completed illustration, right, includes black and white panels against a back- 


ground of gray and yellow vertical stripes, plus black lines stripped in the halftone. 


headline says. 


"This machine can be improved!" the 


The American Can Co. has developed an all-fiber container which is so designed 
that it can be manufactured and filled on existing equipment with minor adjust- 
ments. About the same size as the vacuum-packed metal can, it has a protective 
lining and two closures: one a shipping disc for removal by the consumer, and a 
replaceable friction cap to close the can when it's not in use. 


HELP FOR VICTORY GARDEN PLANNERS 
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Victory gardeners are given ample opportunity for an early start with premium 
offers of numerous advertisers helping to spur them on. The Hires copy, appear- 
ing in The American Weekly, offers a seed selection for 25 cents, with no bottle 
tops required. O'Dea, Sheldon & Canaday, New York, is the agency. Lever 
Bros. Co. offers five packets of seeds for 10 cents and a Spry label, while Cudahy, 
taking care of the non-edible part of the garden, offers a selection of flower 
seeds for 25 cents and tops of two cans of Old Dutch cleanser. Ruthrauff & Ryan 
is the agency for Spry, and Grant Advertising handles the Old Dutch account. 


HEADLINER IN A NEW MEDIUM 


The art of making a date 
sy Bob Hope 


Remember DON'T WASTE PEPSODENT 
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The star of Pepsodent Co.'s radio show, Bob Hope, will move into a new field next 
month. He is to dominate the new series of Pepsodent advertisements in mag- 
(Story 


azines and farm papers. Foote, Cone & Belding, Chicago, is the agency. 
on Page 18) 
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“Boy! Are we lucky—no Income Tax to pay today!”’ 
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it takes a ood loud la 


Dictators don't laugh. They lie, rage, rant, storm and steal. They 
stride and strut, jut jaws, throw tantrums, chew carpets, even 
ery. But dictators don’t laugh. Laughter is the one thing they 
don't dare start —because that’s the secret weapon against which 
they have perfected no defense. No dictator can long survive the 
error of arousing his people's sense of the ridiculous. Let them 
once suspect how abysmally silly it is to live in terror, and die in 
fear. of a toothbrush mustache, or an underslung jaw, and the 
dreadful laughtermath of one more tyranny is immi- 
nent. Fortunately, the love of laughter is the one 


thing that makes the United Nations kin—from the 


chuckling Chinese to the rowdy Russians, they all 


have a sense of humor. Nor ix there any antidote as 
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MAGAZINE OF 


powerful, to offset the otherwise sure slow poison of the organized 
lying of the Axis propaganda. And everything that helps to keep 
‘em laughing is a contribution, however slight, to the cause of 
keeping ‘em winning. For nations that refuse to give in to gloom 
are nations that refuse to recognize defeat, even when it’s staring 
them in the face. This is just another way of saying that there is 
a place, in a total war effort, for merchants of laughter, such as 
Esquire. At least a significant segment of America’s armed forces 
seem to think so, judging by Esquire’s attested popularity among 
a measurable percentage of this country’s fighting men, who are 
loud in their appreciation of its sharp unsentimental wit, as 
sampled at random in the exhibit above, taken from the pages 
of the issue that ix now current. 
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